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«Take it Back 


—Don’t try to sub- 
stitute an article 
which I don’t want. 
| know just what! 
want. It is adver- 
tised weekly in the 
local paper. If it is 
worthy of being so 
constantly advertis- 
ed it must have 
merit. Send me that 
or |’ll get it from the 
other store. 


The demand for meritorious goods ts easily 
created and continued by a consistent use of the 
local weekly. 

To be consistent, tt must be persistent. The 
local weekly finds tts way into every household 
and ts read by the whole family regularly. 

The advertisements ave read as well as the 
local happenings. 

That which is said by the local paper ts 
accepted by the readers. 

That which ts advertised received their 
consideration and sooner or later ts purchased. 








There are 1450 local weeklies on the Atlantic Coast Lists. 
They reach a million families weekly. 

These million families buy lots of goods. 

One order, one electrotype does the business. 

Catalogue for the asking. 





ATLANTIC COAST LISTS, 
134 Leonard Street, New York. 
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WHY SHOULD I SUBSCRIBE FOR PRINTERS’ INK? 


Here’s a question every merchant, every man who keeps a store, 
Should ask himself in earnest as he turns these pages o’er ? 
Advertisers big and little, publishers and printers, too, 

May the query put with profit—What good can the paper do? 
Careful thought and business instinct will dictate a prompt reply— 
Could I, for two dollars yearly, such a good instructor buy ? 

Is there ANY publication, of whose name a man can think, 

That can equal, in its value to a merchant, PRINTERS’ INK? 


All the art of advertising—mighty leverage of trade— 

It assiduously teaches with the ‘‘experts’’’ potent aid, 

From the A B C of starting, to the last successful goal, 

It encourages and coaches, exercising great control. 

Ever guiding, ever leading, by the safest, surest chart, 

To a full and perfect knowledge of the advertiser’s art, 

And a business education is connected, link by link, 

By continuous perusal of the little PRINTERS’ INK. 

Every issue is containing pointers of unquestioned worth, 

And a reflex of the advertising news from o’er the earth. 

Every issue has suggestions, helpful, practical and apt, 

Which a retail tradesman often finds it handy to adapt. 

Bright ideas, novel notions, advertising schemes engage 

The attention of the reader upon almost every page, 

And no matter WHAT your business, draughts of knowledge you can drink 
From the overflowing fountains that you’ll find in PxinTERs’ INK. 


To every advertising man its contents are a treat, 

Its articles on subjects are exhaustive and complete. 

A single number often is well worth its yearly price 

In practical suggestions that are perfectly concise. 

No person who has once subscribed has ever had regret, 

But rather plumed himself upon the ‘‘ friend” that he had met. 
And the meanest man that advertises can’t afford to shrink 


From putting up $2 every year for PRINTERS’ INK. 
Joun C. GRAHAM. 
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ARE YOU ‘A TINKER”? 


THEN GROW RICH BY ADVERTISING— 
A PHILADELPHIA ‘‘ ROOF-MENDER” 
SHOWS THE OTHER TINKERS HOW 
TO GET $100,000 CONTRACTS— 
UNIQUE AD SCHEMES THAT KEEP 
THE QUAKERS ON THE QUI VIVE. 


PHILADELPHIA, March 27. 

A young man on the opposite side 
of a Market street car this afternoon 
was absorbed in a copy of PRINTERS’ 
INK, and being anxious to see the cur- 
rent issue I surprised him by asking : 

‘‘Is that the last number — this 
week’s?”’ 

‘‘No,”’ hereplied. ‘‘ This is March 
6th number. Mr. Gara always gets 
the first show at PRINTERS’ INK. 
When he has carried it around in his 

ket a week or two I get a show at 
it, and I carry it around till I’ve read 
every word in it.” 

I explained that I wrote for PRrint- 
ERS’ INK and he invited me around to 
see the office, explaining that they had 
just gotten Mr. Charles Austin Bates 
to write a booklet for their house, 
after seeing his ads in PRINTERS’ INK. 
He gave me the firm address, Gara, 
McGinley & Co., No. 23 South 17th 
street. I called later and found a 
handsome red sandstone building with 
a brass door plate. I wondered if 
they were bankers or brokers. I went 
into an elegant office, beautifully fur- 
nished, and the young man introduced 
me to Mr. H. C. Gara, a gentleman 
seated at a magnificent roll top desk. 


ABSORBED IN HIS ADS. 


Mr. Gara was buried in advertising P# 


proofs. A book case behind him was 


littered with booklets and catalogues. 

‘I’m getting my new booklet ready,”’ 
he said, showing me some beautiful 
wash drawings, which gave the first 





hint of the firm’s business—roof re- 
pairing and sheet metal work, Then 
came the novel story of how a big 


business in this line had been builded 
by advertising—who ever heard of ad- 
vertising roof repairing before ?—as 
well as an auxiliary business of sheath- 
ing buildings outside with galvanized 
iron that looks like sandstone, or brown- 
stone, or marble, or anything you 
fancy, and sheathing them inside with 
other metals worked into any design 
or representation desired, from tiling 
to oil painted panelings—for the man- 
ufacture of which factories at 1631, 
33 and 35 Barker street and 1632, 34 
and 36 De Gray place are as busy as 
they can be turning out orders of vast 
figures—one alone of over $100,000 
for the Pennsylvania railroad, which 
uses quantities of this work, even on its 
palatial Broad street station, while the 
elegant Hotel Lafayette is covered in 
front entirely with this sheet metal 
work to resemble brownstone, beyond 
the power of the eye to tell the differ- 
ence. And it is only four years ago 
that this concern began to advertise, 
but it has kept it up since to the best 
of its ability, using the expert work 
of N. C. Fowler, Jr., and Charles Aus- 
tin Bates as auxiliary to the detail 
work done by the young man in their 
employ, whose name I learned to be 
W. P. Young, and whose advertising 
abilities have been so well cultivated 
by reading PRINTERS’ INK and constant 
practice that he now hopes for and de- 
serves work beside that of Gara, Mc- 
Ginley & Co. 

The newest thing that this house is 
putting out is a memorandum pad about 
as large as a Pope Manufacturing Com- 
ny’s calendar and, like it, containing 
at the head of each sheet short, pithy, 
easily remembered ads, constantly re- 
iterated and very clever. One says, 
‘*We are always on top,” which has 
quite a meaning when applied to roof 
repairers. Another says, ‘‘We are 
always, everlastingly, continuously, 
persistently and are mending 
roofs to stay mended.” These little 
ads have- one feature in common ; 
they have a true ring, and are well 
calculated to inspire confidence. Mr. 
Gara has a novel use for these pads. 
The back of each pad contains a strip 
of mucilage, with an injunction to 
“*stick this on your’phone.” The use 
made of these pads and the advertising 
obtained through them is best ex- 
plained in Mr. Gara’s own words: 


AT 3,900 TELEPHONES. 
‘‘We are waiting for the first rain 














to come, when we shall send out these 
pads to the 3,900 telephone -users in 
Philadelphia— just when people are 
rushing to the ‘phone to notify us or 
some one of leaking roofs;or other mat- 
ters that require immediate attention. 


Stick this 


on your ’Phone 


Ww: ARE ungrateful in saying it, we know, 

but the other day when in your office 
‘borrowing the use of your ’Phone”’ there 
was no memorandum paper near. 

Knowing by past experience the conven- 
ience of a memorandum tablet, we trust you 
will use this as apes’ above on either 
“local”? or “long distance.” It won’t hurt 
the ’Phone, as we’ve used them in like man- 
ner for years. The wood-work of OUR 
’Phone is like new and the wall around it not 
marred, 

GARA, McGINLEY & CO. 
Architectural Sheet 
Metal Workers, 
‘*Of course we won’t send them to the 
telephone company’s offices. They may 
not approve of the scheme, which we 
think is one of great value, as each 
one of these memorandum sheets after 
being written on will be passed through 
several hands before filing—besides, 
we will send more tablets if people 

will keep them in use.’’ 

‘* A thing of the past,” as Mr. Gara 
calls it, is something that will prove a 
practicable suggestion to other roof 
menders—as well as other local adver- 
tisers generally. It is a little cloth- 
covered book to hang in the kitchen 
or butler’s pantry, inscribed ‘‘ House 
Smiths” and containing blank iines 
for the insertion of the names and ad- 
dresses of the mechanics patronized 
by the housewife. On the left-hand 
page, for instance, it says: ‘‘ For sheet 
metal, send to’’ and on the right-hand 
side is a blank line for the insertion of 
the name. Wherever Gara, McGinley 
& Co.’s business is touched, their own 
name is already printed in. A postal 
card addressed to the firm is in the 
pocket on the inside back cover and a 
letter accompanies the booklet: 

; PuiLaDE.puiA, Pa., Nov. 3rd, 93. 

Dear Sir—There are two reasons why 
we send you the inclosed little book, rst, we 
expect it to bring us business, and 2nd, it 
should be convenient for your use. 

If, by any error in our mailing department, 
you receive more of these handy reference 
books than you have use for, kindly drop us 
a word to that effect, and we will gladly send 
you astamped and addressed envelope for re- 
turning same to us. 

If you wish an additional copy, send postal, 
and we will furnish one by return of mail. 

Don’t forget to have the Roofs, Spouts, 
Gutters, etc., on your house examined and 





23 S. 17TH STREET. 
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repaired and painted early this season 
thereby avoiding the delay in consequence of 
our being cunstingly busy later in the winter. 
Yours very truly 
Gara, McGintey & Co. 
“A TALK ON THE ROOF. 
Its-.-Construction:.-and-.-Care.”’ 


fills the rest of the book, which is illus- 
trated and very readable. This idea 
is similar to another of theirs, viz.: 
sending twenty-five cent thermometers 
(a large stock of which they secured 
at ten cents each at ‘‘a clearing sale ’’) 
to schools, institutions, etc., besides 
larger ones for very conspicuous places, 
each thermometer having on the wood-,, 
en face (about fourteen inches long 
and about three inches wide) the words 











WE ARE ALWAYS 
*« ON TOP. 
WE FIX ROOFS. 





The firm seems to be fully alive to 
the advertising value of this expression, 
when applied to roof repairers. At the 
bottom of these thermometers is the 
name, address and business ‘of the 
donors. ‘‘ And here is another thing 
we are about to send out,’’ said Mr. 
Gara, showing me an eight-page folder 
of brown paper about a foot wide and 
fifteen inches high, on the inside of 
which white spaces of irregular sizes 
and shapes contain cuts from the firm’s 
large catalogue looking for all the world 
as if they had been cut out and pasted 
in, while on the back cover fac-simile 
handwriting says: 





Dear Srr—Ask us any question about 
street fronts, house fronts or roofs, and we 
will answer intelligently and expliciti . The 
advice of our experts is yours. Simply write 
us, and we will tell you all we know, whether 
you give us an order or not. 

Gara, McGintey & Co., 

23 South 17th street, Philadelphia. 


And bold gothic type says : 
OUR BIG CATALOGUE 


OF 
CEILINGS, 
OUR LARGE CATALOGUE 


OF 
STREET FRONTS, 
SENT TO YOU FREE. 

IF YOU'LL ASK FOR THEM. ws 


OTHE: MEDIA, 
‘“‘These things are excellent - for 
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reaching the people direct,’’ said Mr. 
Gara. ‘‘ We use street cars also, with 
all the phrases that appear on our 
or pad oe successively in 
the cards, which are slit near each end 
to admit the strip of cardboard bearing 
the different mottoes. In addition to 
this we are now using a unique series 
of things which one man said I ought 
to be sued for displaying, as it tended 
to ruin his eyesight. Here is one: 





XCUSE us for again asking 

XACTLY the same question, it is an 
XCEEDINGLY pertinent query and of 
XCEPTIONAL interest to all concerned. | 








** While this one was declared capable 
of turning people’s heads ”’ : 





HOW MUCH BETTER it is to 

sit by a cosy fireside and think how much 
better it is to sit by a cosy 

fireside than to be on the 

roof, cleaning the snow 

off, thinking how much 

better it is to be sitting 

by a cosy fireside than 

dusting the snow off the 


f, 
WE ARE SNOW REMOVERS 
AND LEAK EXTRACTORS. 


This has a cut of a snow-heaped 
roof and a man cleaning it off. ‘‘ Be- 
cause our orders increase, we know 
you are watching this card, and note 
changes each week,’’ is the way an- 
other of these business-pulling dis- 
plays read. 

Mr. Gara’s busy partner is a giant 
in physique and executive ability. It 
takes just such a man to keep the sup- 
ply equal to the demand created by 
Mr. Gara’s ads. Mr. Garaty—the 
gentleman referred to—has been the 
constructive head of the house upwards 
of 26 years, but he never knew such a 
rush of orders as have characterized 
the past 4 years of advertising. 

USES ONLY ONE DAILY PAPER. 


Mr. Gara has the Chicago idea about 
newspapers and uses one daily only— 
the Public Ledger, in which he runs five 
lines of advertising, chiefly so that the 
firm name, address and line of business 
will be classified in the first column, 
first page ad directory of this paper, 
thus giving his business a decided ad- 
vantage, especially as his is the only 
roof-mending concern advertised in 
the Ledger or anywhere else. In fact 
he has the field all to himself, others 
in his line looking on money spent in 
advertising as thrown away in trying 
to attain the impossible. But this 





concern tried the other way—not ad- 
vertising—for fifty years, and though 
it was a pretty good business in 1890 
when Mr. Gara began his advertising, 
it has doubled in the four years that 
have followed. In other words it has 
increased as much in four years of ad- 
vertising as in half a century of not 
advertising. Another successful scheme 
related to me by Mr. Gara, was the 
mailing of a regular-enough appearing 
subpeena from the ‘‘Supreme Court 
of Roofing,’’ duly sealed and red rib- 
boned and inclosed in a sealed 
envelope to the addresses in the 
Philadelphia ‘‘ Blue Book,” charging 
them to appear before Gara, McGinley 
& Co., after the first of October, and 
to leave their orders for roofing with 
the firm. 

This system of advertising is sup- 
plemented by the catalogues and book- 
lets Mr. Gara sends out, telling in type 
and picture the story of metal house 
making and decorating, and his build- 
ing itself is a standing ad, having been 
converted by his metal from a tumbled 
down, rickety affair to the handsome 
edifice I took for a bank. The 
booklets he uses are notable for their 
fine pictures, as well as the intrinsic 
interest of their reading matter—an 
unsurpassed combination. 

The success of the firm of Gara, 
McGinley & Co., in advertising a 
business that had never been adver- 
tised until their advent, only proves 
that there is still a large unexplored 
territory in the advertising field, and 
shows how practically limitless in pos- 
sibilities the future is, for the enter- 
prising young man who knows how to 
advertise. 

P. S. Since writing the above Gara, 
McGinley & Co. have sent out their 
phonelets. I dropped in the day after 
the storm and the distribution, and 
while there the telephone brought 
several orders—about one every 5 
minutes—and Mr. Gara said the 
phonelets had already paid for them- 
selves in less than half a day. 

‘*Not many ads will do that,” hé 
remarked. ADDISON’ ARCHER. 

a 
Tuere’s nothing in this fleeting world, 
Of which a man can think, 
That is going to bring him business 
Like the use of printer’s ink. 
—__ +o -___. 
Success may be attained by work and early 
rising, 
But a very useful factor is constant adver- 
tising. 





PRINTERS’ INK. 


CHARLES 
AUSTIN 





Three Experts—and What They Say of The Lotus Press 


Charles Austin Bates, The Advertisement Writer, says 
‘“* There are no better printers than these.” 
W. W. ‘Brett, The Advertisement Writer, calls them 
“ Artistic manipulators of type, ink and paper.” 
Wm. Johnson, Manager Printers’ Ink Press, writes 
‘* | doubt if their superiors are to be found in all America.” 


OUR services are at the disposal ot 
a few more large users of fine 
4 Weknow there are a num- 
er of people wanting good work 
and anxious to be relieved of all dis- 
appointment and annoyance, who 
will appreciate good service when 
they get it, and we address ourselves 
to them in particular. Personal 
interview by appointment, if desired. 
The Lotus Press, 140 West 23d St., N.Y. 


ane 
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A HARDWARE HINT, 
By Clifton S. Wady. 

The hardware manufacturer desiring to 
k in touch with the retailer, upon whom 
fie depends to distribute his product, will do 
well to leave frequent circulars as_ one 
method ; but I think he wiil get the retailer’s 
attention quickest, as well as his good-will, 
if he endeavors to aid the retailer in his own 
work. It strikes me that this oy be done 
by advertisi not alone the verbal adver- 
tising which the manufacturer desires the re- 
tailer to do, touching the goods, but by news- 
paper advertising. 
ne of the most difficult things for the un- 
racticed ad-writer is the ama ge of brief 
ocals—reading notices. There is a wide be- 
lief in their effectiveness, whatever their real 
value may be. Hence it is that we find the 
two or three-line reader in country papers 
an almost universal accompaniment to dis- 

lay advertising in its columns, and the pub- 

isher usually allows such matter to run 
without additional expense. But to sandy 
a “‘ point,” say somet! ing bright, within suc 
limits, is not easy; and just here lies the 
manufacturer’s opportunity referred to. If 
he will have printed a dozen such things, 
embracing subjects which the retail hard- 
ware man is likely to advertise in his display 
space, and send them, together with a few 
pleasant words and his compliments, for use 
of patrons—one in each town—I conceive he 
would be apt to make friends, and thereby 
do advertising for himself. I suggest 
the following as starters : 

“ Always Ready ’”’ is a desirable trait—we 
have PAINT of that kind. HAGER BROS. 

A “good table’? demands good table cut- 
lery. Eve ade from the best down. 
HAGER BROS. 

F a: ” is dignified, but “‘ Jack” is prac- 
tical. That’s the beauty of our Jack knives. 
HAGER BROS. 

Better cut this out while 
Get the scissors, please—of HAGER BROS. 

Trouble again with your barbed-wire 
fence? Get it next time of HAGER BROS. 

Next to a good paint—a good paint brush. 
Get them together. See? f HAGER 
BROS. 


ou think of it. 


“Tt always comes out on top’’—the seed 
(sold in bulk) by HAGER BROS. 

It’s as easy to wash clothes with a Western 
Washing Machine as it is to rock a cradle. 
We mean this—see them. HAGER BROS. 


a. 
HARDWARE MANUFACTURERS — HOW 
THEY MAY FORCE A DEMAND. 

By Clifton S. Wady. 

As the subject of Scales happens to occur to 
me first, I will take it to illustrate one way I 
would advocate as a means of forcing public 
attention to special hardware articles, the 
sale of which is sought through the retail 
hardware man. 

Suppose we start to “stir up” one State 
first. I would choose, say 100 towns, whose 
population promised the right conditions, and 
advertise in the local papers of such towns, 
working in connection with the representative 
hardware dealer in each place. 

I would get up a series of advertisements 
arranged so as to show the local dealer’s 
name and address, and run them per yearly 
contracts, after an agreement had nm ar- 
rived at whereby such local dealer laid in, 
and kept complete, at least a sample line of 


’ 
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goods advertised, and promised special at- 
tention to this make. 

Correspondence with a list of hardware 
dealers in the State could bring us down to 
final arrangements and details. In writing 
proposition I would inclose a set of the ads 
in proof, and embrace as many towns as the 
appropriation would allow. Would prefer to 
furnish an electro mortised to receive the 
different wording provided for each week. 
The one cut would answer for all. It would 
show a picture of the scales in each instance, 
and take up the subject of the need of house- 
—_ in this respect, presenting it in many 

ights. 

As the returns warranted, I Would take up 
other States after similar lines. Four inches 
of space in so-called “‘ country papers ’’ would 
be inexpensive by the yearly rate—from $30 
to $60 a year, perhaps, for each paper. I 
would use the best one in each place only. 

Following are a few suggested ads for use 
within the mortise, above which is a cut of 
the scales advertised : 


WEIGH 
YOUR 
WORDS 





is good advice ; but there are a hundred other 
things you wish to weigh about the house, 
right along. 
nf not buy a Buffalo Scale ? 
Sold by 


BLANK & CO. 


HOUSEHOLD 
SCALES 


used to be expensive and not very reliable. 
To-day you may buy the famous standard 
scale—the Buffalo—for $—. See them at 


BLANK & CO.’S. 


NOTHING 
BETTER 


in existence than a Buffalo Scale for house- 
hold and other uses. A full line is offered by 


BLANK & CO. 
STORE 


KEEPERS 
KNOW 


the necessity for reliable scales. Our govern- 
ment has adopted the Buffalo as the stand- 
ard In all sizes and styles, of 


BLANK & CO. 














A 
POOR 
WEIGH— 


putting up with poor scales, when you can 
et the vor best standard make — the 
uffalo—tright here, of 


BLANK & CO. 


Pla OT 

WHEN engaged in considering a hard prob- 
lem in advertising, you will find Printers’ 
Ink a good nut cracker, 
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Don’t Trust 
to Luck 


in your advertising. The 








combined judgment of the 
shrewdest advertisers of the 


country is— 


“Use 
.lhe Sun” 


New York. 
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O 
THE 
EVENING 


STAR 


has a 
Larger Circulation 
in the Homes 
of 
Washington 
than 
all the Other Papers 
of the City 
Added Together, 
because it 
Stands up Always 
for the 
Interests 
of the 
People of 
Washington ; 
Contains 
the 
Latest 
and 
Fullest Local 
and 
General News 





and 
Surpasses 
all the 
Other Papers 
in the 
City 
in the 
Variety and Excellence 
of its 
Literary Features. 


® 
It 
Literally 
Goes Everywhere, 
and is 
Read 
by 
Everybody. 
It is, 
therefore, 
as a 
Local 
Advertising Medium, 
without a 
Peer, 
Whether 
Cost 
or 
Measure of Publicity 
be 
Considered. 
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Withdrawn »— 


All—o—offers—o—to—o—sell—o—coupons—o—for— 
subscriptions—o—for—o—PRiNTERs’—o—INk—o—will— 


be—o—withdrawn—-o—after—o— J une—o—1st.— 


Holders—o—of—o—subscription—o-—coupons—o—are— 
requested—o—to—o—take—o—notice—o—that—o—they— 
expire—o—by—o—limitation,—o—if—o—not—o—sent— 


in—o—before—o—Dec.—o—31st,—o—1895.— 


It—o—is—o—contemplated—o—increasing—o—the— 
subscription —o—price—o—of—o— PRINTERS —o—INK— 
in—o—the—o—near—o—future—o— to—o—Five— 
Dollars—o—a—o—year,—o—and—o—to—o—vastly— 


improve—o—the—o—publication.— 


It—o—would—o—be—o—cheap—o— now—o—at—o—Five— 
Dollars—o—a—o—year.—o—It—o—is—o—intended,— 
howe ver,—o—to—o—make—o—it—o—worth—o—ten— 
times—o—more—o—than—o — ever—o—before.— 
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A Good Rule 


For Advertisers.. 


Don’t do anything 
until you've tried ¢ 
the C.N. U. 


Papers cover the Middle Western States 
No Extras. 


Estimates Free. 
-$0@OOOGee-- 


\. Chicago Newspaper Union, 
93 S. Jefferson Street, 
CHICAGO. 


) 
} 
‘ New York: 10 Spruce Street. 
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“Just One Word ’’— 


THE PORTLAND 
OREGONIAN 


“The Portland Oregonian has 
by far the largest circulation of 
any Daily, Sunday or Weekly 
paper printed north of San Fran- 
cisco or west of Minneapolis. It 
presents as good an appearance as 
the publications of Chicago and 
St. Louis, and is the first news- 
paper to claim an advertiser’s 
attention, not only of the City of 
Portland and the State of Oregon, 
but it is read by all the most 
enterprising people in any direc- 
tion throughout the region within 
five hundred miles of its office.” 
—PRINTERS’ INK, Nov. 28th, 1894. 


The Oregonian Publishing Co., 


H. L. PITTOCK, Treas. and Manager, 
H. W. SCOTT, Editor. 


Ss. ¢. BECKWITH, 


Sole Agent Foreign Advertising, 


TRIBUNE BUILDING, NEW YORK. 
THE ROOKERY, CHICAGO. 
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‘tama firm believer in Texas.’ 





Jay 

Gould 

Said 
THIS FAITH was amply justi- 
fied by the breezy, enthusiastic, 
whole-hearted character of the 
citizens of the Lone Star State. 
They have a way of taking 


hold of a good thing with all 
their might. They subscribe to 


10,500 copies Daily 
16,000 copies Sunday 
42,800 copies Weekly 


— OF THE — 


Fort Worth Gazette 


and we prove it. 





c 
! 
: 
| 


b». 


Ss. C. BECKWITH, 


SOLE AGENT FOREIGN ADVERTISING, 


Tribune Building, New York. ‘The Rookery,”’ Chicag 
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A SURE SIGN: 


Tue Dis. ° ° 

typical Chicago of success is to receive the 
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Fidvertisaes 


In St. Louis Papers 
ARE. 
MOSTLY CONCERNED 


In the Circulation of 
Those Papers in St. Louis. 


Hence the figures of the only papers worth 
considering will interest them : 


On Oct. 28, 1894, the Republic printed the details of 
the carriers’ lists of the Globe-Democrat and Republic, as taken 
from their books, The figures then were: 


eee eer ee 15, 494 


The circulation of these papers is less now don in October. 


ii The St. Louis % 
# Post-Dispatch 


Has a Larger Circulation in St. Louis than 


The Republic and Globe-Democrat Combined 
and Double that of Either. 


ITS BOOKS ARE OPEN TO INSPECTION FOR A 
VERIFICATION OF THIS STATEMENT. 























Advertisers or general advertising agents are requested to fF 


make an inspection 


St. Louis Post-Dispatch, 
Pulitzer Pub. Co., Pubs. 
Chas. H. Jones, Editor and Manager. 


S. C. BECKWITH, 
Sole Agent for Foreign Advertising, 
‘¢ The Rookery,’’ Chicago. 
Tribune Building, New York. 
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ADVERTISING HARDWARE. 


A CONSIDERATION OF SOME OF THE 
METHODS ADOPTED BY MANUFACT- 
URERS OF GOODS SOLD IN HARD- 
WARE STORES TO ATTRACT THE AT- 
TENTION OF DEALERS IN HARDWARE 
AND KINDRED GOODS. 


The term ‘‘ hardware,”’ as applied 
to a distinct class of trade, has been 
so largely interpreted in recent years 
that it embraces a wider range of mer- 
chandise than is perhaps generally un- 
derstood. ‘The following lines of 
goods, being among those sold in 
hardware stores, are proper to consider 
in this connection : 
Builders’ Hardware, 
a, BE Sn 

mters’ Tools, 
Cutlery and Plated 
Ware, 


Tinware, 
— 


Bicycles, 

Guns and Ammuni- 
tion, 

Building Papers, 
Shelf Hardware, 

Electrical — 

Factory Supplies, 

Stoves and Ranges, 

Furnaces, 

Saddle: ‘Hardware, 

Emery Wheels, 

Seackers? Tools, 

Hose on Rubber 


Rope a and Twine, 
Agricultural Goods, 
House Fnrnishings, 
Lead and Iron Pipe, 
Vehicles, 

Tin Plate and Metals, 
Cabinet Hardware, 
Horse Shoes, 
Plasterers’ Tools, 
Paints and Oils, 
Glass and Putt 
Blacksmiths’ Tools Stationers’ Hardware, 
Fishing Tackle, Refrigerators. 

Without considering many other 
lines of importance, there are some- 
thing over three thousand manufact- 
urers who expend collectively not less 
than two million dollars per annum 
in directly and indirectly reaching 
hardware dealers, in addition to per- 
sonal solicitation. 

CATALOGUES. 

A considerable portion of this 
amount is expended for trade cata- 
logues and circulars, and the cost of 
their distribution. 

A hardware catalogue, issued by any 
one of the five hundred most promi- 
nent makers, is a volume costing 
from fifty cents to five dollars each, in 
large editions, those containing a 
thousand pages, with an average of 
five illustrations to each page, are by 
no means rare. 

A number of years ago when a hard- 
ware manufacturer spent $50, 000 in one 
lump for an edition of 1,000 large cata- 
logues, it was a matter of considerable 
comment. The decreased cost of pa- 
per and increased rapidity of composi- 
tion and press work, as well as the 
more condensed use of illustrations, 


G 
Weather Strip, 


tswa _. 


Oil Oil Seves, 
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has greatly reduced the cost per c 

of tao Ae the modern hardware ae 
alogue, and permitted of larger edi- 
tions. 

The hardware dealers of the United 
States, in a strict sense, number about 
fifteen thousand ; beside these there 
are five thousand dealers who handle 
more or less hardware in connection 
with other lines. 

The manufacturer who desires to 
send a modest pamphlet or circular, 
weighing with envelope less than two 
ounces, will need to spend $200 in 
one-cent postage stamps to effect his 
purpose. Add to this the cost of a 
thirty-two page pamphlet ; the sum of 
$500 would hardly cover ‘the expense 
of putting one copy in the hands of 
all his possible customers. 

As the operation will need repeating 
at least four times during the year, to 
show the new goods, at least $2,000 
would need to be devoted to this 
single species of advertising, if the en- 
tire field is covered. 

There are comparatively few, how- 
ever, of the makers of hardware who 
spend $2,000 per year in catalogues, 
the average expenditure being about 
$300 per annum. 

In most cases the catalogue, if at all ex- 

nsive, is sent to the large wholesale 

ouses and the balance of the edition 
held for special requests, which are 
usually secured through advertisements 
in periodicals reaching the trade. 
TRADE JOURNALS. 

That the hardware manufacturers 
realize the benefits of trade journal 
advertising, is shown by the large 
amount expended for space in the va- 
rious journals directly or indirectly 
pertaining to the hardware trade. 

In the American Newspaper Di- 
rectory for 1895, when issued, will be 
given the following list of hardware 
class journals, with their respective cir- 
culations, etc., etc.: 
HARDWARE, CROCKERY, 

GLASSWARE AND HOUSE 
FURNISHINGS. 
ILLINOIS, 

Chicago, a Artisan, Tinner and 
Ho’ Furnisher, ra, wy 7,389 
Farm Implement N. w’ly, 10,000 

Glass an ee ee m’y. 

Horseshoer an ware 


Journal, monthly, 
Ironmonger, month 


MASSACHUSETTS. 
Springfield, New 7 Gove, Hard- 
are and Fur. 


misber, wae H 
MINNESOTA. 


Minneapolis, Farm Implements, m’ly, 6,350 
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MISSOURI. 
St. Louis, Stoves and Hardware Re- 
porter, weekly, G 


NEW YORK. 
New York, 


Sealer mhiy, 845) 
OHIO. 
Cleveland, Iron Trade Review, weekly, 
PENNSYLVANIA. 
Pittsburgh, China, Glass and Lamps, 
weekly, 
Tin and Terne, monthly, K 
ONTARIO, CAN. 
Toronto, Hardware Merchant, weekly, H 

Many of these publications, in their 
reading matter, appeal more to the 
manufacturer than the dealer, the bulk 
of their circulation being among the 
former class, but all of them contain 
advertisements intended to reach the 
dealer. 

The magazine called the Hardware 
Dealer is, perhaps, the most distinct 
in its choice of reading matter of par- 
ticular interest to the dealer. All of 
the hardware publications, however, 
have the support of the trade and a 
wide influence, which is exerted in the 
interest of the hardware manufacturer. 

D. T. MALLETT. 
pera es the eer eee 


By spending no cash for advertisements, 
Believing his money ’twill save, 
The merchant is rushing his business along— 
Rushing it on to the grave. 
oS 


Tue merchant, when the market’s tight and 
trade seems failing a gee y 

Selects a paper, if he’s bright, and plants an 
advertisement there. 


——+o—__—_—_ 

How druggists should advertise ? 

By treating well the man who buys, 

By keeping your shelves and counters neat, 

And an oft-changed ad in the local sheet. 
AE A AX OD 


Tue gold that business men acquire 
Is not attained by easy climb ; 
They’re hustlers and they never tire 
Of advertising all the time. 
—_+o>—_—___—__ 
Now doth the advertiser 
ho has no cash to sink 
Watch for the money-making tips 
Conveyed by Printers’ Ink. 


————+ro>—___—_. 
Keep your name before the people, 
Keep your goods before their eyes; 
Like a church without a steeple, 
He who does not advertise. 
+9 
You better bet your bottom dollar 
I would never think 
A feller would succeed without a 
Usin’ Printers’ Ink. 


>_< 
He advertised ‘‘Boys wanted 
To work around the store,” 
And found when he got home that night 
His wife had furnished four ! 
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FARM IMPLEMENTS. 


Mr. R. Roy Sherman, advertising 
manager of Wm. Deering Co. of 
Chicago, describes in a recent issue of 
Farm Machinery tthe advertising 
methods of his company. € says: 


We patronize trade journals during part of 
each year, the standbys in the territories 
resented being the Farm Im News, 
Chicago; Farm Machinery, St. Louis ; /m- 
plement Age, Philadelphia, and Joplement 
Trade Journal, Kansas City. Our talks in 
these papers are directed to agents, and are 
more technical than our messages to the 
general public. To my mind, it pays us to 
supplement the advertising directed to these 
specific lists of farmers or nts by ocoa- 
sional talks to the general public. This talk- 
ing to the public is done in two ways: One is 
a straight, vigorous advertisement in repre- 
sentative cultural papers, that as much 
as says, am an advertisement. I mean 
just what I say, and if I say it, itistrue. I 
am here for the purpose of selling you some- 
thing that is worth your while to buy.” 

The other style of advertising, the reading 
notice, is equally successful in another direc- 
tion, if it is done well. The reading notice 
advertising we did last year was successful, 
because it was done well. The articles pub- 
lished were legitimate news articles, that 
gave new information on topics of general 
interest to farmers. This is the mission of 
the reading notice. It is intended to give in- 
formation and to leave impressions. When 
such reading articles contain no exaggera- 
tions, and aim to leave only right impres- 
sions, they are legitimate, and only then. 
When legitimate they can wo in an 
editorial dress without giving offense to the 
editors publishing them. This is the kind of 
reading notice I believe in; and the fact that 
this policy was carefully pursued by us is 
shown by the numerous instances in which 
our.paid readers were copied as straight news 
matter by outside papers. 


+e 
REMEMBER THIS. 


No doubt lots of money is squandered 
every year in catalogue advertising. Fre- 
quently a firm believes it good policy to re- 
Strict its newspaper and trade-journal ad- 
vertising, and spend this appropriation in 
ones an elaborate catalogue. Now, a 
catalogue may be a good thing, but it will 

rove more valuable to the house using it if, 

y continued advertising in suitable trade 

apers and others, a demand for it is created. 

t is better to have one inquiry requestin; 
the catalogue from some one ly interest 
than to send copies to two people who have 
expressed no desire for it. The clever trick 
is to interest people to the point of making 
them come to you, or write you for the goods 
you have for sale. Advertising is valuable if 
it succeeds in pulling replies from the people 
who want your catalogue decause they want 
your goods.—Profitable Advertising. 

—__ +o 

To see a dealer advertising augers well for 

his success. 


“ 


soheubecatmiapremiuesy 

Tue advertising solicitor can argue with 
half the effort and twice the telling effect 
with an old regular advertiser that he can 
with a casual buyer of space. Theone knows 
advertising judiciously done pays, the other 
is uncertain of the fact. Profit dver- 
tising. 
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HARDWARE MANUFACTURERS AS 
ADVERTISERS. 


A claim of superiority, the firm name, and 
perhaps a time-worn cut is in too many cases 
the hardware manufacturer's idea of an ad- 
vertisement. Inserted in a few trade papers 
among a score of similar ‘‘ advertisements,’ 
it is of little use except to furnish an illus- 
tration of how great an opportunity awaits a 
hardware manufacturer who avails himself 
of modern ideas in his ads. Advertising ex- 
clusively in trade papers is not modern ad- 
vertising, for it does not appeal to the con- 
sumer, whom the modern advertiser seeks to 
attract, knowing that the consumer’s demand 
will be quickly supplied by the retailer. 

Consumers of hardware will naturally call 
for the articles that they are educated to con- 
sider as the standard of their class. Adver- 
tising should be conducted with this end in 
view, as the numerous articles known as 
hardware differ too much to expect much ad- 
vertising for each individually. 

Users of hardware can be reached through 
the different agricultural papers and the 
newspapers circulating in the small cities and 
towns with better results than through dailies 
in large cities or through the magazines. 
Through these media you can educate the con- 
sumer on hardware and associate your name 
with Ais ideas of good hardware. Even if 
he doesn’t need hardware at the time he 
reads the ad you may be sure that your name 
and your goods will come to his mind when 
he does need it. 

“How can modern advertisements be 
written?” is the query of the hardware manu- 
facturer. Specimens of the best ads and 
ideas of the best writers on the science of ad- 
vertising appear weekly in Printers’ Ink. 

hese may adapted to the requirements 
of the hardware busi ya of a 
growing firm who tells me: “Our adver- 
tisements are selected in more than one sense, 
as they are invariably copied from PrinTERs’ 
Ink and selected according to the ideas that 
we gather from it—that is why we subscribe 
to Printers’ Ink. I find that an ad that is 
good for amy business generally has enough 
good points to help the hardware business 
and our ads are got up with this idea in 
view.” 

Hardware advertising that is educating the 
consumer is doing double service, as it is edu- 
cating the retail dealer as well. The hard- 
ware manufacturer should call the attention 
of the retailer to this. Remind him that a 
demand is being created for your standard 
hardware by its advertising in his vicinity 
and that he will obtain the benefit of this 
advertising by laying in a supply of your 

oods and supplying the demand created by 
the advertising. ardware dealers usually 
spend considerable money on catalogues. 
me of it invested in a neat circular will be 
well spent. Such a one was issued by the 
firm mentioned above, a copy being sent to 
every hardware dealer in New England. It 
is entitled ‘‘ The Benefits of Advertising,” 
contains a synopsis of the more striking notes 
on the subjects that have appeared in Vol. 
XI of Printers’ INK, a few sample ads for 
retailers, and the statement appears on each 
page that “the special advertising done by 
the firm in the retailer’s vicinity is done to 
help Aim, by interesting his patrons in good 
hardware.”” Such a booklet was issued last 
year with much better results than those ob- 
tained from a catalogue that is seldom read 
and never kept for every-day reference, as is 
this booklet. The retailers who were sup- 
plied with the 1894 edition were most desirous 
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of obtaining the 1895 edition, requests bein; 
obtained from shout twenty opin of these 
for copies. 

The use of the trade paper as an adjunct 
to these styles of advertising—and as an ad- 
junct — ~—is attended with considerable 
success. In all trade paper ads the firm lays 
special stress on the advantages of dealing 
with a firm known to consumers. It em- 
phasizes the benefits of its local advertising 
to the retailer and adds the technical informa- 
tion regarding the quality of its product up- 
on which the claims to superiority are based. 
It has learned to do this with the advice and 
assistance of Printers’ Inx, and finds that 
giving evidence to support a claim of supe- 
riority pays the manufacturer. 

Of the trade papers, the most profitable 
for the advertiser are advertised in PRINTERS’ 
Inx. The wise manufacturer will not be 
misled by the persuasive ad solicitor if he 
uses only such papers as are found therein; 
and the best advertisers will need to bear 
this rule in mind if they would avoid using 
unprofitable media. A word of advice is 
needed on the minor advertising schemes. 
The picture card is often wood, dunaies the 
incongruity of associating hardware with it. 
As often as it is used we may feel sure that 
it falls into the hands of children and brings 
no results. The innumerable “agents” are 
not needed if local advertising is done—if it 
is not done they serve only to irritate the re- 
tailer, whose interests should be identical 
with those of the manufacturer. Circulars 
should be sent to the retailer, not to the farm- 
er; for the retailer will generally be glad to 
give them to patrons. 

In summing up special attention may be 
called to the words of the firm whom I have 

uot fore: ‘*We want to know what we 

on’t know about advertising. - We find that 
in advertising the old saying that ‘two heads 
are better than one’ holds good, and that 
the innumerable heads whose ideas are com- 
municated through Printers’ INK are a great 
€eal better than two. We do not confine our 
‘selections’ to the ready-made ads, nor do 
we neglect the lessons in display, arrange- 
ments, etc., that we may learn from it. 
Through its columns we may get assistance 
from special writers or artists if we have need 
of them, and are sure of obtaining the best. 
We have confined our advertising to the ex- 
cellent papers represented in its advertising 
pages; and these are the reasons that induce 
us to subscribe for Printers’ Ink.” 

Witiiam J. Corcoran. 
—— +o -—__ 


Many a dealer’s success hinges on the 
character of his advertising. 


IF you would = your rival’s guns, outdo 
i 


him in the qua 
advertising. 


Tue most successful cycle dealer is he who 
never tires of advertising and understands 
the subject in all its bearings. 


WueEN a hardware man advertises, he is 
put, as it were, “upon his metal.” He 
should show an “iron” will, and if he has 
the “‘tin,”’ he should be bold as “ brass” 
in his ads, but not “steel” his ideas, if he 
dreads the “‘copper.’”’ He will use printer 
“zinc”’ to a great extent, and thus catch the 
nimble “ nickel.’? He should not “hammer”’ 
away at old “‘ saws,”’ for that “‘ augers” bad. 
He should possess a “grate” “range” of ideas, 
and be able to “‘ pick ” from them at will and 
make them “ pan” out so that he will be a 
“ reaper ’’ of profits. 


ty and quantity of your 
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HOW ONE SUCCESSFUL CONCERN 
ADVERTIS: S. 


‘We have always been strong believers in 
judicious advertising and have never hési- 
tated to co-operate with our customers to in- 
crease their sales and profits on carpet 
sweepers.”” These words are used in the 
spring announcement of the Bissell Carpet 
Sweeper Company, of Grand Rapids, Michi- 
gan, acompany which manufactures eighty- 
five per cent of all the carpet sweepers used 
in the world. They consider that a good 
article backed by good business judgment is 
the first requisite for successful advertising. 
Surely a study of their methods will be of 
great value to manufacturers of hardware. 

It must not be forgotten that the demand 
for articles like c: t sweepers is, to a cer- 
tain extent, limited; a sweeper lasts from 
ten to fifteen years, so that when one is 
bought the housekeeper has no further in- 
terest in sweeper advertising. New custom- 
ers must be secured all the time in order to 
keep the business going. Two objects are 
therefore kept in view: to reach housekeepers 
not using the Bissell Sweeper and dealers 
who will supply them. 

The dealers’ attention is called to‘ the 
goods by salesmen, trade paper advertising, 
catalogues and circular-letters. The sales- 
men are, of course, considered of the greatest 
importance. 

arly this spring a circular-letter was sent 
out to customers (dealers), calling attention 
to the approaching house-cleaning season as 
a time when carpet sweepers are appreciated 
more than at any other, and also referring to 
the “ trial plan” as a great aid in selling the 
goods. This plan is fully described in a 
booklet inclosed with the circular. The first 
object of the plan is to furnish to dealers the 
names of ladies who have use for a sweeper. 
With each sweeper sent out there is included 
what is called the “liberal offer” circular, 
copies of which are also furnished to dealers 
for general distribution. This circular re- 
cites the fact that there are many homes 
where the advantages of using a sweeper are 
not known, and offering a present to every 
lady who will mail to the company a list of 
ten home addresses of acquaintances who do 
not possess a Bissell but have use for one. 
Also the name of a dealer who would place 
sweepers in those homes. On receipt of this 
list a family account book is presented to 
the lady who sent the addresses and the list 
is forwarded to the dealer mentioned, to 
whom is also furnished everything necessary 
to sell sweepers to those whose names are on 
the list. Bt 

The dealer, having received the list, is ex- 
pected to secure for the sweeper a trial in all 
the homes. A sweeper is delivered at each 
house and with it a nicely So aay emmy letter, 
soliciting a fair trial for five days, also a 
copy of the “ Book of Experiments,” by which 
the user can prove the value of the sweeper. 
Dealers who have followed out this plan 
state that in nine cases out of a dozen the 
sweeper is purchased. A second meth 
suggested for securing a trial is for the deal- 
er to sell a sweeper on approval, with the 
privilege of returning it in five oa This 
plan is even more successful than the other, 
nearly eleven out of every twelve being sold. 

The “ Book of Experiments ” is a neat little 
pamphlet showing eighteen different tests 
for the sweepers. wenty-five dollars is 
offered to ladies who will send in additional 
experiments for future editions of the 
This offer is made by cards furnished to 


dealers, by advertising in such papers as the 


Ladies’ Home Fournal and it also receives 
mention in the booklets and other printed 
"Teapiore toe cndaited cbt acghisab ail 

alers are sup with co; of al ie 
circulars ps oy to ave, ae window 
cards, hangers and electrotypes of advertise- 
ments for use in local papers. There are 
sixteen of these electrotypes, both single and 
double column, and all very attractive. At 
different seasons of the year suitable cards 
are issued. During the Christmas holidays 
a little folder printed on fancy card-board 
was supplied with the dealer’s imprint. It 
—— the advantages of the Bissell as a 
useful and beautiful gift which is always ac- 
ceptable. Easter cards were also distributed 
at the proper season. 

Exhibit stands or easels for the sweepers 
are given to the dealers. These stands in- 
sure a fine display of the goods and they also 
— a convenient place for keeping the 
stock. 

Under the heading “ special advertising” 
an additional method of calling attention to 
the Bissc!l Sweepers is described. In the 
words of the booklet: “ A line of advertisin 
is placed in the Ladies’ Home Fournal an 
other good mediums that never fail to add 
strength and create a demand on eve 
dealer. This spring our aim shall be to di- 
rect ladies everywhere to ask for a Bissell 
Sweeper ‘ on approval ’—and a ‘ Book of 
Experiments’ and send in a ‘$s Idea.’ Re- 
quests cannot fail to come to every dealer, 
and those requests almost invariant meay 
SALES.” 


New advertising schemes and su tions 
are introduced from time to time and placed 
at the disposal of dealers. 

ow, Mr. Hardware Manufacturer, it is 
probable that your line of goods can be ad- 
vertised in some such manner as this. Think 
up a plan of your own, consult a specialist in 
advertising, read PrinTEeRs’ INK _—- week, 
make a beginning and it will not be long be- 
fore your goods will be as well known as the 
Bissell Sweepers. J. Frep Wricur. 


++ 
AN ADVFRTISING IDEA, 


\ TALE OF NECKWEAR. 
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HOW MANUFACTURERS OF HARDWARE 
SHOULD ADVERTISE, 


The “good old-fashioned” way of adver- 
tising seems to please the manufacturers of 
hardware with but few exceptions. Of all 
the important industries, hardware is the 
least advestiont in a business-bringing man- 
ner. Possibly the hardware man is watching 
and waiting and will some day profit by the 

pl off the ful advertisers in other 





lines. 

Hardware embraces many articles that are 
in daily use in the shop, in ‘the store and in 
the home, yet people generally know but few 
of the articles in connection with the manu- 
facturers’ names. Christy Knives and Bis- 
sel Carpet Sweepers are among the goods 
well advertised and well known. 

The hardware way of advertising seems to 
be to place a card in one or two of the trade 
pa rs announcing that So and So make 
se knobs and a general line of builders’ 
hardware; or that We, Us & Co. are manu- 
facturers of chisels and tools, which are 
carefully made at our works at Browndale. 
This done they consider that their advertising 
requires no further attention. 

have in mind a firm of too] manufacturers 
doing this very thing. They turn out tools 
better than any others of the same kind 
made ; they warrant each tool and authorize 
dealers to take back without a question any- 
thing which does not give perfect satisfac- 
tion. But they do no effective advertising, 
their spaces in the trade papers are filled 
with the stereotyped ad, their catalogue while 
good for the trade is not at all suitable to 
send to the mechanics who may happen to 
hear of their tools and write for particulars. 
They could advertise to good advantage and 
there are many other firms just like them. 

Suppose they should change their ads in 
the trade papers every issue and give the 
dealer who reads them a new point te me 
let him understand that it will be profitable 
for him to handle ’s tools, and then 
put ads in the papers read by mechanics, 
stating clearly to the users of tools why those 
made by the advertisers are better than others 
and that satisfaction is guaranteed, this point 
to have special emphasis, would their trade 
not be increased ? 

The makers of builders’ hardware should 
use the papers read by builders, architects 
and men who contemplate building; the 
saddlery hardware man should take space in 
the papers printed for horsemen; the manu- 
facturers of household hardware will find it 
profitable to advertise in magazines and peri- 
odicals read by the housekeepers. 

Every hardware manufacturer should have 
a booklet or booklets, attractive and well- 
written, te send to those who make inquiries 
in regard to the goods. He should also fur- 
nish to the retail merchant, without charge, 
electrotypes of advertisements suitable 
use in the local papers. 

The best way for the hardware man to 
learn how to keep up to the times in adver- 
tising is to read Printers’ Ink. Read one 
copy carefully and you will immediately be- 
come possessed with a desire to study it every 
week and any one who does make a study of 
it will show in his advertising the results of 
such study. The “Little Schoolmaster,” 
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HARDWARE ADVERTISING IN THE 
WEST 


At the annual meeting of the Western Re- 
tail Implement and Hardware Dealers’ Asso- 
ciation at Kansas City, Mo., a few weeks 
ago, one of the leading subjects up for dis- 
cussion was “‘Advertising.” ‘This association 
has over 600 members, scattered over the 
States of Missouri and Kansas and Okla- 
homa. They live among a ple who are 
starting anew in the world—settlers who 
came West with nothing and are stocking 
their farms with hardware and implements. 
The papers presented and the discussions 
held on the subject tended in the direction of 
indorsing personally presented advertising 
matter rather than go advertising. 
The reason given was that the average coun- 
try newspaper is unable to present the merits 
aa new line of hardware in an attractive 
manner, while the handsome books and fold- 
ers prepared by the manufacturers go into 
the farmers’ families, and are taken for Gos- 
pel truth throughout. 

One prominent member of the association 
said that the best advertising he ever did in 
the interest of goods he represented or manu- 
factured was - means of small memoran- 
dum-books which farmers could carry in 
their kets, having on alternate leaves the 
description of the various lines of hardware 
handled. ‘ Nearly every farmer carries one 
of these books,” he said, “and I find that 
they are read carefully from cover to cover.”’ 

Despite this argument, the fact remains 
that a vast quantity of this kind of advertis- 
ing is wasted. Tons on tons of books and 
circulars are distributed at every Western 
county fair. The children load their arms 
with the material and carry it away to be 
played with and then thrown aside. The 
circular advertising is too expensive to be 
used for advertising hardware. The boasted 
memorandum-book is used by medicine deal- 
ers as well as by hardware men, and is, no 
doubt, effective in its way, but it is debatable 
if it has the advantages claimed for it by the 
speaker at the hardware men’s meeting. The 
chances are that a small percentage, propor- 
tionately, of the books given out fall into 
the hands of the buyers of implements and 
hardware. Of those who get them, fewer 
still will pay attention to the rinted pages. 
In few instances does a book of this kind win 
a buyer. 

The fact is that so great has been the de- 
mend for hardware and implements in the 
Western States up to three years ago, when 
building stopped and extravagance ceased, 
that little or no advertising was absolutely 
necessary outside the formal standing an- 
nouncement in the county papers. Now, 
however, the competition has become greater. 
The farmers think several times before buy- 
ing new machinery or hardware, and when 
they have decided they consider well the dif- 
ferent varieties in the field, so many good 
makes being presented to them. One of the 
speakers at the meeting referred to advised 
personal visitation through the country as a 
means of advertising ; but this is impossible 
to the average onal dealer. The next best 
thing is to get an announcement into the 
farmer’s family that will read. The 
county perrepepes offers this field and will 

lich t 





will be as great a help to the turer of 


e result. Yet, strange to say, 





hardware as it is to all other merchants. 
J. Frep Wricurt. 


—_____+o | 
Tuat man lacks sand whose ad appears in 
ma pee paper but the emery paper that he 
sells. 


the hardware dealers of tne West seem not 
to realize this fact. Most of their announce- 
ments consist of the stereotyped form: 
“ John pone, dealer in hardware, imple- 
ments of all kinds, and vehicles. Give me a 
call,” etc. The most successful hardware 
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firm I know—one which has built up a mag- 
nificent business from nothing and never lost 
money—never was guilty of any such adver- 
tising. It puts out a large amount of circu- 
lars, etc., but it is also a cavy advertiser in 
the best county-seat papers It never inserts 
the same advertisement in more than two 
issues; prepares the ‘copy ” carefully, uses 
cuts liberally, and advertises one thing at a 
time and in season. In the fall it burns its 
old seeds, and has a hundred or more farmers 
present to witness the cremation, and puts all 
their names in the paper with the report of 
the proceeding. Its advertising is done sys- 
tematically and therefcre succeeds. 

Few ware dealers know how to pre- 
pare advertisements. They do not know 
their needs nor the way to fill them. To 
them, more than most tradesmen, such a 
schoolmaster as Printers’ Ink should be 
valuable, both for its advice and discussions 
and for the model advertisements in its 
pages. The agricultural field is so well 
filled now with salesmen that it is necessary 
to mix brains with the hardware trade as 
well as all others, and a good deal of the new 
ingredient is needed in the advertising de- 
partment. 7 . 

READING NOTICES IN ENGLAND. 


The Jilustrated London News, which, for 
quality of circulation and stiffness of advertis- 
ing rates, our an unapproachable position 
among pictorial weeklies, has yielded so far 
to the importunity of American advertisers 
seeking the British market as to admit read- 
ing notices to its columns, These are in 
every case written up to the high literary 
standard that distinguishes the publication, 
the newsy character of the article is kept 
firmly to the front, and thus far the reading 
notices have been sufficiently few and far 
between to avoid depreciation of their value, 
or to fix attention upon their ulterior purpose. 
The expense of their insertion must be 
prodigious by comparison with the rates 
familiar to advertisers, but they are paid for 
by men who know how to advertise, and 
whose names are as household words to 
readers of Printers’ Ink, sometimes as 
authors, but oftener as the subjects of articles 
and paragraphs appearing in these columns. 
The Jilustrated passed its half-century 
mile-stone two or three years ago, has been 
prosperous from the beginning and notably 
progressive, and every issue bears witness to 
the carefulness and good penenons shown by 
the conductors in Saalag the great adver- 
tising patronage without which the lavish 
expenditure upon the literary and art depart- 
ments would be impossible. 

F. J. Benjamin. 


—— 
POSTER-CRAZED. 


Over in Paris the sale of posters has be- 
come a ce business, and the “ paper ”’ is 
lly 


so carefully guarded that the bill-board man 
must account for every piece given him. Two 
dollars and a half is the usual price paid there 
by collectors for a poster by one of the great 
masters of the art. The Century Company 
has issued a special edition of this Napoleon 
picture, without ‘Pe, for collectors, at $x a 
copy.—New York Tribune. 


——_—__ ++ —_——_. 
“T roLp you you would be seeing snakes if 
you didn’t stop,” said the physician. 
“Snakes?” shrieked the sufferer, his teeth 
chattering ; “snakes are not in it at all. 
shouldn’t mind snakes. I see modern art 
posters.”—Cincinnati Tribune. 
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ADVERTISING INGENUITY WASH- 


INGTON, 


Mr. S. Pliny Moran, who conducts the ad- 
vertising for Robinson, Chery & Co., one of 
the largest retail clothing houses of Wash- 
ington, D. C., has made advertising a study, 
and graduated with honors. 

Washington is far behind New York in the 
advertising line, but with more men like Mr. 
Moran it would not be long before that city 
rivals the metropolis. 

_ Newspapers are the great medium of Wash- 
ington, an r. Moran uses them two or 
three times a week. 

These advertisements are usually in form 
of “short talks,” though sometimes, when 
a stronger impression is to be made, the 
take the shape of ijarge, boldly Gagged, 
illustrated advertisements. 

Mr. Moran is now advertising in a way new 
to Washington clothiers—using several news- 
a oy published in the suburbs of the city. 

r. Moran is a great believer in window as 
well as newspaper advertising, especially in 
animated displays. One of the best ads in 
this «ys was a coasting scene, representin; 
a small boy “ belly-whopping”’ down a hill. 
This was operated by a concealed electric 
motor, and attracted much attention. An- 
other, which was used during the Grand 
Army Encampment in 1892, and was also 
successful as a drawing card, depicted the 
historic fight of the Monitor and Merrimac. 
One of the large show-windows was fitted up 
with a huge tank. In this were placed min- 
iature reproductions of the famous ironclads. 
The boats would move around into position 
and suddenly open fire on each other. A 
flash from one of the Monitor’s guns would 
be followed by the fall of one of the smoke- 
stacks of the Merrimac. Then the Merrimac 
would reply with a well-directed shot that 
would carry away the Monitor’s coming 
tower. This exchange of fire would continue 
for perhaps five minutes, when the Merrimac 
would beat a retreat and the engagement 
would be over. This novel display was ov- 
erated by invisible cords, and was repeated 
throughout the day at half-hour intervals. 

Another ad, which took up the whole win- 
dow, was a mountain scene, the piiucipal 
feature being a railroad train which ran on 
an endless track, through a tunnel, etc. 

Another was a “ live” man riding a safety 
bicycle mounted on four rollers, set in a 
frame. At another time a wax figure rode 
the bicycle—both these displays being used 
to advertise bicycle suits. 

Mr. Moran’s latest idea is to give one of 
their famous ten-cent collars to every male 
employee of the Government. These collars 
are put up in a neat pasteboard box havin 
advertisements pe on all sides, and wit 
a slip inside calling attention to the different 
styles of collars, and announcing the fact 
that if the inclosed collar does not suit it 
can be exchanged, without charge, for any 
= and size required. 

n a letter, which I’ve just received, Mr. 

Moran says: “‘ The collar scheme was a 

eat success. We gave them out at the dif- 
‘erent departments as the clerks went in, at 
nine in the morning. Over sixty per cent 
have been returned to be exchanged, and of 
those who came ninety-five per cent bought 
some additional ones.’ 

Robinson, Chery & Co. also publish a 
church paper, the first page of which is de- 
voted to church news, and the remaining 
pages to advertisements of the firm and any 
outsiders who may wish to pay for an ad in 
the paper. Any church may get a certain 


IN 
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—~ of the aaoess free, for the _— ; 
© paper is nicely gotten up and we 
edited. 

Mr. Moran is an enthusiastic reader of 
Printers’ Ink, and says it is the leading 
paper of its class. F. Jay Benjamin. 

7 

How HARROW-ING is the rasp of a poorly 

written ad. 


WHEN trade does not measure up to your 
expectations, it is a good rule to advertise. 


Keepin everlastingly at it, or in other 
words, hammering away, brings success. 


Tue agent who “works” you for alow 
rate is not the one who will speak of your 
journal as “an excellent medium.” hen 
you accept a starvation rate he suspects that 
there is something wrong.—Nebraska Editor. 


Tue merchart who declines to advertise on 
the ground that if he uses one paper he will 
have to patronize others, might just as con- 
sistently refuse to eat on the plea that if he 

uys of one butcher all the other butchers 
will expect his trade.—National Advertiser. 


In general, we may say that there is no 
branch of trade or manufacture at the pres- 
ent time in which so much artistic and tech- 
nical skill is displayed in its advertising lit- 
erature as in the bicycle trade. Casual in- 
spection of the books before us will indicate 
that nothing in reach has been spared to 
make these books conform to the highest 
grade of excellence. Literary talent, the 
skill of the engraver, the art of the printer, 
color effects, excellent paper, attractive bind- 
ings and other features to the end of a con- 
siderable list, have all been employed to 
give the models of 1895 a favorable introduc- 
tion.— Business. 


“ Let me sell you some goods.” 

“My wife buys for the house.” 

“ Well, I’ll talk to her.” 

“If you do, you'll do it through the news- 


papers 
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INK. 
TO ADVERTISE MISSOURI. 


The ins of erout's inaugurated : 
movement that was ur; upon the ple 
of Springfield a year or two ago, without 
success. At a meeting of representative citi- 
zens on Tuesday evening steps were taken to 
arrange at Sedalia a special car of exhibits 
to be taken throughout the country to adver- 
tise the resources of Missouri. While the 
car starts from Sedalia, yet Sedalia is not to 
be given precedence over other cities. All 
will be represented, and at different points in 
the East various prominent Missourians will 
be present to make addresses. The exhibits 
wiil be transferable, and in that way can be 
taken from the car to the different boards of 
trade in the large cities. The car will be in 
charge of Messrs. Simms and Bentley, two 
experienced men in the business. It will be 
constructed at once. A committee composed 
of W. L. Porter, Z. F. Bailey and A. C. 
Baldwin was appointed to assist the Board 
of Trade in calling the attention of other 
cities to the matter and inviting their co-op- 
eration.—Wentworth (Mo.) Mining Journal. 

fl +e 

BICYCLE ADVERTISING. 
Editor of Printers’ Ink: 

In these days bicycles sell almost without 
advertising ; at least, in my judgment, they 
sell in some places in spite of a lack of wise 
advertising. I live in a town of 2, popu- 
lation ; there have been up to date PA pril 18) 
over twenty new bicycles purchased this sea- 
son, and the chances are that at least twenty 
more will be sold here before the close of 
the season. Aside from the advertisements 
that appear in the large magazines, the pur- 
chasers, past and prospective, have had no 
opportunity of judging of the values of the 
respective wheels. A bes days ago a travel- 
ing man representing a firm of bicycles was 
in town, and I said to him that his make of 
wheels was not known here. He had not 
done any advertising. 

““Why,”’ he said, “‘ we have been carryin 
a large line of advertising in Bearings, Ref. 
eree, The Wheel, and a number of other 
bicycle journals’”’ that he mentioned. He 
seemed surprised when I told him that 
those journals were only read by agents and 
men who make a hobby of bicycling, that 
the average citizen of this town who expects 
to buy a bicycle never sees a copy of any of 
these journals; that only about two copies 
of bicycle journals come to this town, any 
way, and if q special make of wheel is ‘o 
reach the eye of a prospective buyer, it must 
be through the local newspaper. Some 
spective buyers of wheels, of course, read the 
magazines, but those who do only represent 
a small proportion of bicycle riders. 

When bicycle factories become further 
multiplied, and when they are thoroughly 
able to keep pace with the demand, the 
country newspaper will come in for its share 
of bicycle advertising, and that advertisin 
will be on a different basis from that whic 
is offered now. Some weeks ago I received 
an advertising proposal from the makers of a‘ 
a and popular bicycle. Across the hall 

rom my Office is a gentleman who wanted a 
wheel of this particular make, and he o 
tained the agency for this town with but 
little difficulty. ¢ told me that if I wanted 
a wheel he would let me have it for what it 
cost him. I found out that the cash payment 
I would have to make to him for the wheel 
outright would be just $3 less than the cash 
payment asked by the manufacturers, to say 
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nothing of the ’steen hundred inches of ad- 
vertisement of an electro that I was to throw 
in asa souvenir. I don’t believe that the ad- 
vertising that this firm offered me was wise 
advertising. They wanted to pay too little. 
R. Th TuTrTie. 
—_—_4-- a ——————— 
AN EASTER AD. 
Invranapouis, April 15, 1895. 
Editor of Pruvrers’ Ink: 
This ad may not be a trade-puller, but it 
certainly has the merit of seasonableness 
(being printed in the Journad/ heze on Easter). 








NOTE. The primer ™ 
a Aa 








THE 
| Eo as 
WHEN| 


The cost of setting up an ad like this takes a 
big slice out of the publisher’s profit on the 
ad. A. G. Soutn. 




















———__ +o 
A NEED SUPPLIED. 
Houston, Texas, April 20, 1895. 
Editor of Printers’ Ink: 

We wish to thank you for the sample ad- 
vertisements suitable for printers which ap- 
peared in a recent Printers’ Ink. We have 
been attempting to advertise our business for 
the past fifteen years in the newspapers, but 
have found it a very difficult matter to get up 
a readable advertisement for job printing and 
bookbinding. We have taken the liberty of 
appropriating your advertisements to run in 
our daily paper, the Houston Post, giving 
you proper credit for same. 

J. J. Pasroriza Printine & Lrruo. Co. 
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INFORMATION WANTED. 
PuiLapecpuia, April 20, 1895. 
Editor of Printers’ ink: 

Will me kindly tell me Gua, the col- 
umns of your journal the names of the news- 
awe that make a specialty of publishing 
*‘Want” advertisements in the followi 
cities: New York, Chicago, St. Louis, Balti- 
more, San Francisco, Cincinnati, Buffalo, 
Detroit, Kansas City, Albany and ‘Lowell ? 
W. CHANDLER STEWART. 


SUSPENDERS IN EVIDENCE. 
Macuias, Me. 
Editor of Printers’ Inx: 
What are we coming to in the herculean ef- 


forts some advertisers make to be “ funny”? 
I clip this from N. Y. World: 


YOUNG LADY—I’ll make a first-class book- 

keeper out of you at your own home in 
three weeks for ¢. or BU A SUSPENDER! 
Send for further particulars to J. H. Good- 
win, room 93, 1215 way. 








E. W. Mitcue.t. 





A CLEVER IDEA. 
Mauricg, Ia., April 12, 1895. 
Editor of Printers’ Ink: 
I inclose an original design in advertising. 





A Question? 


?. Why ?? 
isit that so many peo- 
ple, when they are asked 
to subscribe for their home pa- 
per, will say, “I take more 
now than I can read!” Now if 


ris a poor,measiy sh without 
or it 


alty and public 
a hard test to 


to e it, but 
per like the Mau- 
Banner is 


wide range of 
carefully se- 
lected sub- 


The Banner is no greenhorn's expert- 
ment, itis the product of tireless energy 
and editorial experience, coupled with a 
thorough knowledge of the printer’s art. 
The Banner tells it all ; you cannot afford 
to not take it. 











You may deem it worthy of reproduction, 
as a clever idea, in Printers’ Ink. Very re- 
spectfully, I, W. CAMERON, 
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A SUGGESTION TO MANUFACTURERS, 
Kenton, O., April 19, 1895. 
Editor of Printers’ Ink: 

A good paying advertisement where your 
cue are sold by the jobber, if the article is 
small and not very em ea is to attach it 
to a tag with the name of the jobber in the 
vicinity of the dealer and mail it to dealer, 
telling him to ask traveling man when he 
calls on him about these goods. The traveling 
man will always speak a good word for them, 
as he is anxious to sell, and the chances are 
he probably would not ‘have thought of them 
at the time unless asked. this. 

£0. WENDT. 


A LAWYER'S AD. 
Wyrtuevinte, Va., April 20, 1895. 
Editor of Printers’ Ink: 
What do you think of the following ad, 


*." HY. CHRISTIAN, *.* 
AttTorney-at-Law, 
McDowe Lt C. H., W. Va., 


will appear for the prosecution in all cases 
where he is not retained for the defense. 








from the McDowell (W. Va.) Recorder ? 
Wm. G. Sr. Ciair. 
PLE tsi 8s iis 
A HONOLULU COCKTAIL. 
Batimore, Md., April 16, 1895. 
Editor of Printers’ Ink: 
{Our agents, the Hobron Drug Co., occa- 
sionally send us the Honolulu papers, show- 


ing the advertising they are doing. I clip 
the inclosed from the Daily Bulletin : 


MERCHANTS’ EXCHANGE, | 


Cor. of King and Nuuanu Streets. 
= Just received by the Australia, a 
fresh invoice of 
ENTERPRISE BEER AND OYSTERS 
FOR COCKTAILS. 

"Telephone 805. 


|The question is: What is a Honolulu cock- 
tail composed of ? 














GerorceE F. Kinnear. 


Se Rae 
Classified Advertisements, 
Advertisements under this head, twolines or more 
without diplow, 25 cents a ‘line Must be 

handed in one week in advance. 
WANTS. 


(700? HOUSEKEEPING. Ads. 
G OOD HOUSEKEEPING. Ads. 


in exchange 
million. 


}ILVER DOLLARS wanted 2 
ER, Printer, 305 


= Catalogues and Circulars 
, address H. E. BEC. 
ato Bt., Chicago, Illino ois. 
,71LL U WRITE a man, with ne 
W “ada” a. —. tbe ra 
ness ability, sgppmence ces, Wi prove 
et. ly —— Se ae “W.S. B.,” care 
\ TANTED—A position as foreman or job 
i printer Sy Reompctons young man who 
sat present foreman in the co mpooing room of 


for 
a 


PRINTERS’ INK. 


Thende HARDWARE DEALERS’ MaGasine, Ks 
ansale New York, wants au opportunity 





RESS aceon and Job printe printer, a 
P saat s position in large town. “ 
, N. W., Washington, D. 
eee is b le 
work otk of aly is description. We are leaders 
in quality and _ price. ning = 
= err who can class o 
Asaremy Ob mith _ reference, Giusrina 
Axrini& CA A. & CAD Embossers and Printers. 


~— 





N OFFER a BUSINESS MEN—No matter 
business—ho' 


what your 
(a 

So approval: = charge if Tepe, 

exac’ size and wording OSELEY. 
Hill St., Elgin, Il. 

DS WANTED that will will make Real Estate 
: > Will you help me think, and furnish 
ntl Want to stir up trade ; my 

funds tied 


th up i 
thoughts are exhansted lands ; 1 wan ° if 
ddress 


byrreturn British Col 


———__~+or 
PRESSWORK. 
F you have a Jong run of presswork it will 
mnsult us. 


pay ¥ ‘ou to co ress-room 
~ = cit Best cs work. ost reasonable 
FERRIS BRO +» 324-330 Pearl St., N. Y. 
ADVERTISING NOVELTIES. 
t= none advertining ea, BAGASINE is 
medi 
pe more than it costs. costs, 
purpose vitin: 

Ot Neverticing Novelties likely to b to benefit 

ler as well as advertiser, 4 lines will be in- 
serted under t: this. head once for one dollar. 

qqaaneemmnigaytataumapen 


TO LET. 
é 4 ANK, Boston. Space. 


4 he HARDWARE DEALERS’ MAGAZINE, 78 
© St. New York, lets its advertising 
space for the use of Hardware Makers. 
\W E have J pent, 10 nt, at 10 Spruce 8t., two con- 
necting offi and one small. 
They are — only one 
lighted and the pl 


large ; 
1 le ing such co call — 
talk about pri ete. ill be be, ted up to sui 


Address GEO. P. WELL & CO 


MERCANTILE LAW. 
T= a= pant ie DEALERS’ MAGAZINE is 
example of that mercantile law which 
states that the ‘demand regulates the — 
C4YakaGe & THOMAS, Omaha 
lawyers and ~ mange 
bers os, on 


raska, 

F< mes Re of job- 

in lowa or Nebraska 
ing KE 


of watching ite us. Reference, 
W. & J. Sloan, New York City. 
PRINTERS. 
Vs BIBBER’S 
Printers’ Rollers. 
ie LOTUS rpass, 140 W. 23d St., N.Y. (See 
ad on page 7.) 


HE HARDWARE DEALERS’ MAGAZINE is 
a striki ——g of good wate press 
work. ink paper. Thata 


JRINTERS— We sare oe cases, Sileaame and 
I Ro anne _ ~T printer needs—and 
= are the us first. WALKER 

BRESNAN. ut to 206 William, St., N. Y. 


owes by the million 1.000 to advertise your 





a church publishing house. Can give 
and reason for ving. toa! “Abstainer. Ad- 
dress “ G. L.,” care Printers’ I 


Write for esti- 
tes on your w ay code est prices tn the he U.S. 

SPRINGF ELD PUB. CO., Springfield, Mass. 

* 
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NEWSPAPER INSURANCE. 
(THE YANK Boston, Mass., wards off business 
death. 60,000 monthly. 
Aas 
MEN WHO THINK. 

[HE HARDWARE py tge MAGAZINE ap- 

sti to men who think twice be 
fore paying for 


advertising. 
TRADE CATALOGUES. 
a bey 2 SILVER not t wanted, Yd will give good 
Circulars for some, 
If in ig address i BECKER. Printer, 305 
Dearborn 8t., Chicago, Illinois. 





PAPER. 


M, PROMMER & CO. CO. furnish the @ Paper for 
> ith reliable b ieaniiie cael an 
-nce W. re ouses regar r 0! 
finds. 4 Deckman St, Now Yor. 


BOOKS. 


( Re books bought and sold. Send stamp fo: 
padeon A. 5. CRAWFORD, 312 North 
7th St., St Louis, M 


D4 — enomata caus a manual of practical — 
r general advertisers. Price, by mail 
ake Address PRINTERS’ INK, 10’ Spruce St v4 

New York. 


PREMIUMS. 


PRE MIUMS—Best and up to date. THE CUR- 
RENT PUB. CO., 1026 Filt 1026 Filbert St., Phila. 


opt MACHINE, $2.50 » Se. A perfect little 
hine and war: to do good sewing. 
A splendid article for your) premium list. Write 
for terms. 2 ro id on receipt of above 
price. PECK SNYDER, 11 nag 3 Beekman 
St., P. O. Box 2751, New York City 





BILLPOSTING A YD DISTRIBUTING. 


P PRINTZ, distributor of of advertising matter, 
° 730 oth St., N. E., Washington, D.C. 


A LL classes of advertising vertising reliabl OVER CO” 
cover Western N. J.E. STROYER Co. 

383 Central Ave., ied. N.Y. 

G RAND RAPIDS, Mich. (po (pop. gh ww en), can 
¥ be thoroughly “ covered ” ATH- 

ESON & CO., distributors, 40 So. Division st 

B F. BRUNS & CO., Distributors of ie 

« tising Matter and Bi ‘lposters, St. Charles, 
Mo. Reference: Any bus.ness firm in the city. 





ADVERTISING AGENCIES 
A GENCIES know GOOD HOUSEKEEPING. 


A GENCIES know GOOD HOUSEKEEPING. 


tamaz DAY, New Market, N. J. ADVERTIS- 
G UIDE, 25c. ayear. § Sample mailed free. 


[HE HARDWARE DEALERS’ MAGAZINE ac- 


ce receives orders ugh any repu- 
table advertising agency, but mostly direct. 
¥ By. wish to an ha ong) r sine, anywnere 
ny time, write to t 
ADY TERTISING Cco., 10 eu 8t., New York. 
——~+~»~>—_—_——- 


SUPPLIES. 
V AN BIBBER’S 
Printers’ Rollers. 
V hg for ning. BRUCE & COOK, 190 Water 
, New ¥ 
T= HARDWARE DEALERS’ MAGAZINE 
Ct a voice for the putamen 
his to the ear of the dealer. 
r .HE rice of my best rubber h stam: 
I is one dollar. a in ink 
(for engraving). L. E. WENNEDY, Findlay, Ohio. 
x H - b cane is printed orinted with ink manufact- 
by the W. D. WILSON PRINTING INK 
co., hea, 10 Spruce St., New York. Special prices 
to cash buyers. 





INK. 


CLIPPING BUREAU. 


Syst, 4 CLIPPING BUREAU, 
nals, Authors’ ppings for Adv vertisers, Class 


gee 
ADDRESSES AND ADDRESSING. 


CENTS our sub. list immed ¥ 
50 baleen. DEMOCRAT Albi on, he 


efor mailin wat ae ae uppers, etc. 


addressed 
for mailing, $ Zc. TOWNSEND, 
Minn. 


ETTERS bought, sold or exchange: lot 
L*n rent, all’ kinds either sex. ADVERTIS 
ERS’ LETTER BUREAU. 447 6th Ave. N.Y. 


[Ts HARDWARE DEALE gt rowd cinseeie 78 
Reade St., New York, addresses an audience 
not only large in numbers, bu but of a distinct trade. 


I ETTERS bough t, sold or rented. Valuable 
4 lines of fresh letters always in stock for 
yentel. Write for lists and prices. Medical let- 

ters a special. A. a GWELL & CO., 112 
Dearborn St. hicago, 





ILLUSTRATORS AND ILLUSTRATIONS. 


QOLID TYPE talks in GOOD HOUSEKEEPING. 
Illustrated ads show excellent. 


Soup? TYPE talks inGOOD HOUSEKEEPING. 
rated ads show excellent. 


ae x &CO., ., Wood E: Engravers, 10 Spruce 
St., New York. Service good and prompt. 
pH HARDWARE DEALERS’ MAGAZINE 
makes a — 4 of illustrating ad- 
pape ee to its readers’ attention. 
6 R $2—Until way ith, 6 —_ striking 
L. 
RY D.C 


_— mrKPY order, $2. it or no 
WILLIAMS, 83 L. & aT Bidg., Wash- 
] | ANDSOME illustrations and initials for es 
Hn ayn be wens — —7 te. AMfiL 
ea mple Fouts free. ERI- 
AN ILLUSTR TING CC CO. Newark, N 


—— +e 
ADVERTISING MEDIA. 
T= YANK, Boston, Mass., 60,000 monthly. 


Roms. Maine, DarLy Star. Only daily 
three counties. 


pow INDEX visits 1,590 Lg homes 
weekly. $5 per inch, 52 insert 


| bys you advertise in Ohio ry an aot results. 
r particulars address LA COSTE, 38 
Park pe New York. 


rson adv vertising 1 PRINTERS’ INK 
x4 the amount of $10 is "entitled to receive 
i paper for one yee. + 


“é N her Post INTELLIGENC CER 7 Gontito hee axe 
o e four tend rs of the Pacific 
Coast.” — Harper’s ee 
a fa aS advertisers paper rs that bring results. 
IG TE. 3h Park k Row, wer York. 
souk pA BS only. 


F YOU want to reach the German farmers, ad- 
vertise in the HAUS UND BAUERNFREUND, Mil- 
waukee. It doosthe work thoroughly. 


"TRE HARDWARE DEALERS’ MAGAZINE is 
n advertising medium of powiive yaiue to 
those who make goods its readers can se! 


[ss MIDLAND MONTHLY, Sentieten Towa, 

e best people in the eight North- 
western States. * Empl ying no Eastern solicitor, 
it makes a uniform rate so low that advertisers 
get big returns on small investments. 


ARE you advertising in Ohi in Ohio! We invite your 
m to the Dayton MORNING TIMES, 
circulating 4,500 oy wf the EVENING News, 
the WEEKLY TrEs- 


9 copies 
Ews, 4,500 p . are ges representative 

ily new: with their com- 

b reulation of 14,000 copies daily thor. 

oughly reach the homes of that section. 

isa prosperous city of 80.000, and the News and 

Toms are long lished jou: and have al- 
enjoyed to a marked ae = caren 


su rt ra Sat best Ad 
arom I D. E. 3 me | A, on York. 
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ELECTROTYPES. 


T= HARDWARE E DEALERS’ MAGAZINE, 78 
Reade 8t., New Souk, see reduces advertisers’ 
+lectrotypes to 0 fit it space desi without charge. 
Gteanorr rs. LAROEIES AND ELECTROTYPE 


co} ann ; ZINC PLATES for 
rag AeRCRANT 


00. ; Inc., 517 Arch St., 
elphia, Pa. 


DAY $1.50 and get t our best half-tone nat ames 
I kinds of cuts * rices as surprisin; 
Write us your wants. iCAGO — ‘0 - 
GRAVING CO., 185 Madison St., Chicago. 
OU may write your own ads, but one thing 
sure you on n’t make your own = 
Think of us; 81.50 for best half tone cut ; Hote 
like that and work the best. CHICAGO PHOTO 
ENGRAVING on 185 Madison St , Chicago. 


ft Sead ela 
MISCELLANEOUS. 
qe HOUSEKEEPING. Excellent. 
G OOD HOUSEKEEPING. Excellent. 
‘}°*ELEPHONFS-—Special discount to printers 
| and publishers, see advt. 40th page. 
66 [® her Post-INTELLIGENCER Seattle has one 
wot i four Weekly \ osaean of the Pacific 


3 We ———__— 
’ ras nad ——— MAGAZINE is 
not miscellaneous circulation, but con- 
fined to a distinct class of buyers. 
T= Buck: Chalk Plate Co., 52 Frankfort 
8t., Ohio, recoats than 
60 per cent original cost.’ Ws Write for circular. 
(| RANSI.ATION— English in into French——From 
Royal 


or Presidential meamge to a Bilious 
cure ad. Frintes proof sent. L’IMPARTIAL, 
Tignish, P. E. 
Qoap io ae — Powder or > ie uP _, 
Dye Houses, H lean ut w 
and k = f. WHI’ 


TNE 
, Boston, 


ci gg 2 of a stockholders of the 
age foe for the a coe 


HE 


Y tizans 
Be thelr oft o. 10 Spra New 


he Id . y os 
pet on Mom ila 35, 13, —_ y u tl o'clock A. M. 


pore TO STOCKHOLDERS ime 
of the stockholders of Ripans 

Soni a Compan: Rog be held on Monday, the 
of » 1895, at 11.30 o’clock A. M., 

at its = at No. F *Spruce St treet, ay City 
of “angad York, oa Y., for the purpose of votin 
n to tts capital stoc 

ban po fandred Lage gS dollars, consisting 

of one thousand shares of the par value of one 

hundred dollars each, to fA hundred thousand 

dollars, to consist of two thousand shares, of the 

par value of one hundred Collars ene 

GEO. P ROWELL, 


‘ 


755 
majority of the Directors. 
$3, 180. 


New Yorks, April 


> 


ADVERTISEMENT CONSTRUCTORS. 
A DDISON ARCHER, 1 Union 8q., N. Y. 


A™ SMITH. Baltimore. Washington. 


_— has ideas. Baltimore. Washington. 


r McC. SMITH. Baltimore. Washington. 
. 


F McC. SMITH. Baltimore. Washington. 
. 


F. McC. SMITH. Baltimore. Washington 


ARDWARE experience plus 
Let me write your ads. J. FRED WRIGHT, 
219 Monroe St., Brooklyn, N. Y. 
QEND ‘our business card and rticulars to me, 
\) ineclose $1, and I’ll return it if not satiated. 
Ads and d JAMES R. LONG, 1308 B St. 
8. W., Wash., 


PRINTERS’ 


INK. 
FEET of, JAMES B. LONG, Wash., D.C., 


RUG and medi ical ads 
G. MANNING, So. Bend Ben 


anne mneestaek Silawestes! t oomeee ey 
etails of wr prin rinting 
WADY, Somerville ifaton)e 


HE HARDWARE D ew ERS? men yt 
constructs, if allowed, advertisements 
pull orders. This isa feature worth ~~ 3 ng 


SAFE rule to follow: No matter who does 
4 the Racing wy ed Jour ads, circulars or book- 
lets, be NSTON, of Print- 
ers’ Ink Press, do the printing. 


aa for = advertisements a year. 


scialty. ULYSSES 


2 
E. L. SMITH, Codman oman Bldg., Boston, Mass. 
af! yas RETAILERS,” 64 


worth ‘ou may have your quarter bac 
AUSTIN BA’ . Vanderbilt nderbilt Building, ie York. 


WANT to hear = prom. gaeale who have some- 
to advertise want to advertise Le “4 
the m telling manner. To such I will y 
send my batch of So ne _ SCARBOR 
Box 63, Station W. Brooklyn, 


P23 eee, a ctante to fur- 

ish evidence of my ability as an a: writer. 
1f you don’t mean business, just pass me by. I’m 
after the business of business people. ep SCAR- 
BORO, Box 63, Station W, Bre W, Brooklyn, N 


p= the printed matin which you have been 
putting out pay! If it does not we Y - — 
fident we can make it, ’ member we 
= business, writing and be. Addons if You 
n business send for samples 
JOHNSTON, Manager ters’ Kk Press, 10 
Spruce 8t., New York. 


can me what you want, I’ll tell 
do, ae what I have done 

Just to enl 
write forany aieersicer, as a starter, two sample 
pees ped ads for #l—one-half regular price, and 
any | write for so asmuch. Money 

back if not satisfactory. H P. BROWN, Pauls- 


] JOOKLETS make first-rate: po tog oie 

as profitable as petp em pk But the 
ae be well written and well printed. I think 

o the writing as well as anybody, and | 

know ‘William Johnston, of Printers’ Ink, “can do 
the printing to perfec tion. I want to send sam- 
Poa of my writing and Johnston’s as “4 
h who ane interested—real: resi 
im price fo for the writ 


Brooklyn, N. Y. 


6é | 


‘ou what I 
‘or a, 
I will 





B OSES, 
Ten retail +s $10. 
We are not very high- riced —we are not low- 
priced—but no 
pay you can get no better work. Then look at 
he advantages we offer: The whole thing done 
by the one party—writing, illustrating, pri ting, 
ail ready to mail. No middleman; only one 
profit. Circulars, booklets, advertisemen Tye 
alogues — aera a = “eo printing that needs 
first-class. ant and won’t do “ A. 
woe at any At "fae WILLIAM JO x- 
STON, Manager —— Ink Press, 10 "> 
straightforward prin 
ing— that is the kind that pays, that is the Lind 


i HE foe of the old-time subscribers of 
PRINTERS’ INK who use fine printing are fa- 
miliar with the rt of the work done by The 
Lotus I New subscribers who have not yet 
made the uaintance of this house will e 
usiness co by sending 
orders to “them. The p etors are 
men enough to know that t their greatest su 
will come from gai the confidence and g got 
will of their customers, and by k , A pace 
with their ever-growing business ; ana 
artists enough to know how to do printing bet. 
han other printers. Doing it better does not 
necessarily mean et it will cost more, as it is 
just as do a thing perfectly right as it is 
do it meneiy tie, providing now how. 
= vee are inte to know how well they can 
you, an order will ne you to ont 


+ Anak 3 Press, 10 We sad St. St.. atid 





PRINTERS’ 


STREET CAR AD R ADVERTISI. NG. 


VOR Street Car ~ Advertisi everywhere, 
I GEO. W. LEWISOO., Girard Bldg. Phila, Pa. 


owe Be eo Advertising— -— Atlan 
S™ eee ate Se 
ply HARE D. ib, BATCHELDEER CO., 383° Mi 

etta St., Atlanta, Ga. 


FOR SALE. 


Q1 BUYS, 4 lines 50,000 copies 
$1 woman's work, ORK, Athens, Ga. 


$22 BUYS 100,000 6x9 circulars. 
ELECTRIC PRESS, Madison, 


wow TYPE, from 6 to 60-line. Some 
new. Lock Box 104, dreenviont ch 
é | her Post-INTELLIGENCER Seattle has one 
of the four papers of the Pacific 
Coast.” —Harper’s Veekly, 


N®™ nwererem 3 clippings fo for sala ong 


npennenbelhe Petersburg, Va a. 


I {OR SALE—The only only daily in je of 10,000; 
will be sold cheap. Serasiins. other 
business. Address Box 1011, 30x 1011, Plymouth, Pa. 


T= HARDWARE DEALERS’ MAGAZIN nd 
Reade St., New York, offers for sale 
choicest adv vertising means of reaching the e trade, 
Na OPPORTUNITY—A whole or 
terest for sale in a well ed 
daily newspaper plant. Address “ R.,” P.O. Box 
178, River, Mass. 
JOR SALE—at half its val 
— press, large aa 
Age x-column new! per. 
ie ERRILL, Lock Hav Pe 
SS ‘Republican weekly y paper 


a fully equip Rped job —. 
in n the he northern pe pare of sen tablished 
2 years. 


“N., J.,” ca ore Ink. 

\ ’E have on hand f Se items of Vol. 3, 
and § copter of Vol 4of PRINTERS’ INK, 
bound in rere t0, PRINT want one or more, ad- 
com, was Oi PRINTERS’ INK, 10 Spruce St., 
ew York 


Tos NEWS?APER MEN—For sale, an old-estab- 

ished, live ve weekly, ins, city 0 of 20,000. Good 

ogg circulation taapeep 

ing. Pricelow. Ad :, EoITOR. care Print- 
ers’ Ink, New York City. 

oo 


proven. 


wr 


most all 
“06. c..” 6 


its value—a Hoe cylinder 
iy F minh a ar 


Press, Goss make,nearly 
er, just as good as when 
uaranteed to eis, fold and 
,B Rage pape papers an hour. Has 
be en used also. for k ant a avis, 
Sold for no i Address P. DAVIS. 
Springfield, M: 


[Por em finest job 
ery smart semi eons 
Healthy and pleasantly loca’ co an 
the name, patronage of the leadi 
A weekly paper issued, whic. 
100 a week. Price low; terms easy. 
ATRIC ,” care of Printers’ Ink. 


(MEESTAMLISHED 1 literary weekly for sale. 
0c paid ribers. aoe pion re- 

coipts iy FF sane, Good e ad- 
‘Teason for celina. 


tine, = = 


EE off 
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ARRANGED BY STATES. 


Adeertremente under this head, two lines or op 

‘hout display, 25 cents a line. With 
biack faced type the is 50 cents a line. hat 
be handed in one week in advance. 


ARKANSAS. 
OLD, BUT ENERGETIC! 


For SEVENTY-SIxX YEARS 


The Arkansas Gazette 


Has been the leading paper published in the 
State. It has always led the i procession. and will 
always th ag atthe head. Advertisers who want 
h the people should use the GazETTE 
daily a and weekly editions reach all corners of 
the State. For sample copy and rates address 


THE ARKANSAS GAZETTE, 
Little Rock, Ark. 


CALIFORNIA. 


OS ANGELES TIMES—Southern California’s 
44 great daily. Foremost sdvertring medium 
T= California fruit-growing district of 
ich San Jose is the center i ae 
covered by the San Jose MERCURY. For adver- 
tising in y or weekly ad 
Jose, Cal. 


THE WA VE, 
ciety, li 

186-187 World Bide, 
York, N. Y., sole agent. 




















San Francisco, Cal., 
leading Pacific Coast 
‘ litical weekly. E. KA 


"13,000 weer rood 
CONNECTICUT. 


THE UNION, 
Bridgeport, Conn. 


the 
fo 








T 


Daily, 7, eek 
Western Connecticut thoroughly Feowened by the 
O. L. Moses, New York Re 
Vanderbilt Bldg. THE UNIO 
cO., Bridgeport, Conn. 
THE TWO HERALDS. 


WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY HERALD. 


resentativ 
PUBLISHING 





Every nook and corner in the Nutmeg State is 
covered by them. By special trains an by pony 
expresses chese two papers are delivered Sunday 
poy | all over Connecticut. Special editions 
oe = ne » New Haven, Meriden, 


Combined circulation, 80, 000. 150,000 Readers. 


DELAWARE. 
TE, DOVER INDEX covers the Diamond 
State. Make us a trial offer. 








INDIANA. 





ert 
Pp p, $12, inte pa ears e 
he “once, MASSA. 


in advert ng sce 
CHUSETTS CEWSPAPER CHANGE, Back 


Bay, Boston, 


( YOME SOUTH—For sale, my weekly newspaper 
and job printing Babcock cylinder 
ress, steam e' sagas. Bax >. Gordon jobber, 
heehee dress, brand new ; town 4,000, electric 
lights, water works, street x.’ free echools. 
Best section of Georgia. Reason: Too much 
— business. neeress, for liberal terms, H. W. 
HAM, Gainesville, Ga. 


FATENT MEDICINE that has been extensive- 
A* a a iberally adve rtised for more — 40 


@ recogn: y— 

Trotter offered. “tor sale. To capitalists or those who 

advertising mediums this is an 

established business 

can with the certainty of suc- 

cess. Address K. L. HOLCOMB, 525 Commerce 
St., Philadelphia. 


7OR_a cheap daily circulator, which has 
é ve effective, write R. W. WIGENT, 
yt y. Ind. 








HE COURIER, Indianapolis. The leading 
inter-State ne; ournal Circulation, 
3,500. CHAS. H. STEWART, pub. Write for rates 


IOWA. 


UALITY as well as quantity are importa 
considerations for an advertiser. The TELE. 
ves its _Eetrone beth. 
leading advertisers arc 








PH. Dubuque, * Gp 
any 7 of the qi age and 
represented in its 


LOUISIANA. 


0.N PRESBYTERIAN, New Orleans, wkly cir. 
over Ala., Ark, Fla., La., Miss., Tenn., Tex. 

















30 
MAINE. 


PRINTERS’ INK. 


NEW JERSEY. 





|= HOME TREASURY, me, Maine, 
proves 50,000 coviee ae mon 
ENT, Farmington, Me., 


AS in THE INDEPEN. 
results ct mail orders. 


MASSACHUSETTS. 


30 seam. CENTS for os Age |= Daily oe 


\ ONDERFUL a 10c. to FRANK wan 
SON, Boston, Mass.,and see what you will ~~ § 


MICHIGAN. 
peor SUNS, 118,000 weekly. 
Bar 800 DEMOCRAT, coals Ste. Marie, Mich. 
should be on your list. 
6,000 ; 


§4ameN COURIER-HERALD. Daily, 
day, 7,000; weekly, 14,000. 
































AGINAW COURIER-HERALD is delivered di- trated 
rectly in 


ito the homes by its own carriers. 
y4emat Tea” Well tenes ae Proce tenet, cire’n 





BS (N. J.) ey oye ba ado leads all 
ads 12cents, 15 poente, it B. — a 


THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - = - (5,500. 
Advertisers find {fT PAYS! 


NEW YORK. 


1° 00,000 Ln gg in 15,000 offices. THE NATIONAL 
VISIONER, 284 Pear! St., New York. 
URES 0 OF FASHION, New York City. 
ied monthly. A million copies a year. 


PIGTORES IN — catch the peovie’ 's ty A 
I ——— & circuit papers w. 

s itecit You'll 

exclusive. Send tor 


now and save address. CHAS. 
Publisher, Buffalo, N. Y. 























DP PtRolt SUNS, TiDSTRAYED and SUNDAY, 
118,000, are eierien mediums. 


aL 4 RAPIDS DEMOCRAT, the - 
per in Michigan, outside Detroit. is daily. 
NEWS. Largest 
alley. Michigan. 


AGINAW wus and wee! 
ro n the Saginaw 














Aa SUN, weekl ¥ fem 
an Adv. Somat ¥ em- 
City. Books 


or 
as = Advertise —— you will ge 
Advertisers are well pi 
ILLUSTRATED and SUNDA StNS, 
office, 517 Temple 
W: rece for full parti 
ly. 








“Joon: 
is the Weakly 
Pther laine ad- 
COSTE, 38 Park Row, New York. 


~ MIN NESOTA. 
r f ened DULUTH NEWS-TRIBUNE — The only 
morning daily paper. | paper. Established in 1879. 
Published at the head of the Great Lakes, 
ta. The 








ae: "New York. A. E. 
MISSOURI. 


S foRtMiGHfty, St Lows 


MONTANA. 


Y r= LIVINGSTON ENTERPRISE ; eight pagess 
all home print. Circulation exceeds 1 


ntier, 














A*Aconpa STANDARD. Circulation three 
es greater than that of any other daily 
or sunday paper in Montana: 10,000 copies daily. 


NEW HAMPSHIRE. 


Established 1877. 


The GRANITE MONTHLY 


Beautifully Illustrated. 
A New Hampshire Magazine. 
FRANK E. MORRISON, Special Agent 
TEMPLE CouRT, New Yorx. 








TORI ETTE E =9 ¢ 
for rates. Srosmmrres Pup-Co. Wy () 


Texas Siftin gs 


BEFORE THE ADVANCE. 
ALL AGENCIES. 


wy. THE HOUSEWIFE, 


New Office, 114 Nassau St., N.Y. 
Circulation 75,000 Copies Monthly. 


Send for Advertising Rates and 
Specimen Copies. 


> ELMIRA 
| TELEGRAM. 


ELMIRA, N. Y. 
Known Circulation Over One Hundred 
Thousand Copies Weekly. 

A. FRANK RICHARDSON, General Agent. 
Rooms 13, 14 and 15 Tribune Bldg., New York City. 

Albany’s Most Popular Daily. 
Circulation 17,400. 
Albany’s Great One-Cent 
Newspaper. 


This is to certify that the Circulation of 
THE DAILY PRESS AND K cEK- 
BOCKEH i« Constantly acai nd that 
the number of copies printed this ds is day was 

00 ELLY, yp 
State of New York, City and County of Albany. 
om to before me bp 6th Fo of Novem- 
ber, 1894. HN J. GALLOGLY, 
PeK.. "Public, Albany, N.Y. 
THE PRESS CO., Publishers, 
Press Bidg., Albany, N. Y. 


0? 














Ten Cents per week for the Daily and 
Sunday Press. 





PRINTERS’ INK. 


NEVADA. 


OKLAHOMA. 





7J\HE WEEKLY COURIER, Genoa. Six pages. 
I All home print. io fy —_ 


OHIO. 


1)“kews. MORNING TIMES and EVENING 
Combined 1,000 ay 





YHE oe a, LEADER, the wading 
Tm = Territory, accepts 
positive guar- 











Prohibition paper 
Ew Era, Springfield, o 


7,800 Eastern Ohio. 444 
] hy INDLAY = ) Le clea despite untruth- 


ts by others, — 2,000 
"npeti daily ily and 90 500 more weekly than any 


ho, t Ind. end Mick, 


‘ou are not 4 fe it will = hag 
STATE GROCER CO., Tol eas, 


PENNSYLVANIA. 


T the BEST LOCAL DAILY in Ivania is 
TIMES. readers 


n the tof the Keysto State. WAL- 
oO! ne 
LACE SPROUL, Chester 
| STELLIGENCER—“Dartr and WEEELY, 
Der Doylestown, Pa. 
guaranteed c: 
"a 


advert 


RHODE ISLAND. 


[THE HOME GUARD, Providence, R.I. Tenth 
year. Circulation 50,000. 


SOUTH CAROLINA. 
"at popular papain p Mundel 

The semi-weekly edition 
sees poss post-offices in South 


TEXAS. 


rae POST : Houston, ts. 


Has a LARGER REG 
DAILY IN TEXAS, pa Se c= 
BECKWITH: Sole Agent Foreign “A AL 
» Sole , 
len York and Chicago. 


VIRGINIA. 
’ Wet -g ty Richmond, mgity of 8,00 people, 


ane cire’n of 
nation: BEACON AND 
Y OUNGSTOWN VINDICATO. 

weekly. Leading newspaper 





local 





T= Tar STATE paccms vis 
Seo lt you axe Bo 
wel 4 It 


























i hie - 
South Garolina 
reaches over 














dispatches, and 
tat Mees cs on eee 

ed a prot, (ecesing madiine, sad 
ine! pom management, Want 8 co New York. 


WASHINGTON. 
QEATILE POSTINTELLIGENCER. 


66 [* Bet Pe Poor IwrELiraum 











CER Seattle has o1 
of four at Iocty. 4 of the Pacific 
Conse eae 


OKA: = SPOKESMAN. “REVIEW 





.~ i 


uaa 
field. “ND ore 
tion Sonatas of 500; ii, 38 

resen 
ts tutu: re will be ag wonder —z, Socen marvelous 
zation, The Review isthe recognized © 
of all the best ——— of Spokane and ¢ 


country tributary to 
SO. & CEN. AMERICA. 


PANAMA STAR & HERALD. 
Est. 45 years—reaches largeet buyers. 








CLASS PUBLICATIONS. 


Atertameetn tne inserted un under this heading, 
ee oom OSS as ne 
One line, without display or 
#5.00,5 momthe for 52 weeks, for $13, 
monte Jor $0.55, or 4 esis 
a ines eat ¢ issue, or $26 a year, or $24 
pearl yy occu 
1 ab an u 
does not find the heading he one be 
made to specially fit his case. 
AGRICULTURAL II 'URAL IMPLEMENTS. 


FARM MACHINERY (Eli), St (Eli), St, Louis, Mo. 
ae, Sy ny 


HOME AND FARM. Louisville, Ky. 
WISCONSIN AGRICULTURIST, Racine, Wis, 


“COAL. 
COAL TRADE JOURNAL New York City. 
DAIRYING. 
The American Creamery, Chicago. 
FASHIONS. 
QUEEN OF Lag get N. Y. Cit; 


Issued month! mnillion co 
THE WAVE, Sen Paes Francisco, Cal. copies a ear. 


HOM@OPATHY. 
HOMEOPATHIC RECORDER, Phila., Pa. 
LARGEST CIRCULATIONS. 
ELMIRA, N. Y., TELEGRAM : Over 100,000 weekly. 
LITERATURE. 
THE WAVE, San Francisco, Cal. 13,000 weekly. 
MEDICINE AND SURGERY. 
MEDICAL SENTINEL, sworn sworn cir. Portland, Or. 
PROHIBITION. 
EDITOR, Scranton, Pa. Monthly. National. 
Sure success. 


SOCIETY. 
THE WAVE, San Francisco, Cal. 13,000 weekly. 
SPANISH. 
REpanish circulation inthe world. ‘STranalaffons 
in all languages : 46 Vesey St., N 
SUNDAY PAE PAPERS. 
ELMIRA, N. Y., TELEGRAM: Circulation over 
100,000 copies weekly. 
TEXTILE. 
TEXTILE WORLD, Boston. Largest rating. 
TOBACCO. 
WESTERN TOBACCO JOURNAL, Cincinnati. 
TYPEWRITERS. 
PHONOGRAPHIC WORLD, New York City. 
VEHICLES. 
FARM MACHINERY (Eh), St. Louis, Mo. 
WELSH. 
BUT Wann e Weakl ta ab 
soptes. Por’ advert rates address’ Y 
YCH, Utica, N. ¥ 
WOMEN 


QUEEN ~ FASHION, New York City. 
Issued monthly. A million copies a year. 
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AANA AREER 


THE LADIES 


PHILA 


New York: 1 Madison Avenue 
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ME JOURNAL 


Chicago: 508 Home Ins. Building 
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MANUFACTURING BUILDING 


Advertisers and all others interested are cordially 
Wwiled to visit us. 
Our Publication Building is well arranged and 
ontains much of interest. Our Manufacturing Build- 
Ws, with its perfecting presses, folding machines, elc., 
ust be seen to be appreciated. 


From the first to the twentieth, monthly, is the best time to 
-—then everything is in operation. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


Issued every Wednesday. Subscription 
: Two Doliazs a year, Five Cents a copy ; 


‘Dollarsa hundred. No back num 
atin ‘Publishers oo Goering te subscribe for PRINT- 
Ink for the benefit of asrerans patrons 
yo iene Dae EEA tray 
8 
to lose a a new -_ of five hundred 
es oreo has Som pee for it i 
rson who ne or 8 
receivi Ser - fp it. hy ~~ some er is 


- n of t the time > 
ROULAT ON: A detailed statement of 


t Senate ©; copies i ae of every issue of 
PRINTERS® ~ J 


r a full per, vy to be 
pa on file with the American 
per Directory oo that the circulation 
correctly Fated in the issue of that book 
for 1895, sho the actual ave’ issue for 
last year was 17,768 copies; for last six 
months, 19,875 copies ; Ck e last three months, 
21,223 and for the last fo’ weeks, 22,250 copies, 
New York Orrices: No. to Spruce Street. 
CHICAGO AGENTS. 
Bennam & Incranam, 26 Evening Post Bui‘ding. 
BOSTON AGENT, 
W. F. Moors, Room 2, 10 Federal St, 
LONDON AGENT, 
F. W. Sears, 138 Fleet St, 


NEW YORK, MAY 1, 1895. 


To SMOOTH pos pathway in busi- 
ness use a file of PRINTERS’ INK. 














WHILE it is well to advertise the 
novelties, do not neglect the stapies. 


ADVERTISING is often the missing 
link in what would be otherwise a 
chain of success. 


THERE is no cast iron rule for hard- 


THE facts and figures and argu- 
ments you have on Seal about your 
goods should all be melted down and 
cast into the most attractive and suit- 
able form for advertising purposes, 


THE hardware man should begin 
his stove advertising months before the 
stove season, because people who buy 
stoves begin to discuss and ponder on 
that important topic long before they 
decide when and where to buy. 


THERE is not a word of truth in the 
story that Dauchy & Co. contemplate 
bringing an action for damages against 
the publishers of the American News- 
paper Directory for delaying the date 
of issue from May Ist to June 15th. 


THE men who have succeeded in ad- 
vertising have either been men of 
brains or they have employed the 
brains of others to secure success. It 
takes a man of brains to know when 
he can use successfully the brains of 
others. 


THE hardware man can easily find 
something interesting to say about his 
goods—something fresh and to the 
point—something people will be glad 
to hear him talk about—every day in 
the year. This perpetual hammering 
away will cost him no more than peri- 
odical splurges and pay him twice as 

ll. 


ware advertising any more than there W® 


is for any other kind of advertising. 


THE wise ivon merchant long since 
discovered that an ad, cas¢ in the proper 
place at the proper time, wrought won- 
ders. 


THE little seed Advertising, planted 
in the right way, at the right time and 
in the right soil, is sure to bring an 
abundant harvest. 


THE iron age and the golden age 
are one and the same for the hardware 
man who knows how to advertise or 
how to find some one who does. 


THERE is a very convincing argu- 
ment available about how much better 
home-made ice cream is than the ready- 
made—how much nicer and easier and 
cheaper it is to make it at home than 
to buy it in a store-—which can be used 
to sell ice-cream freezers. Such talks 
as these appeal to the economical in- 
stinct of people as well as their palates. 


DurinG the past eight weeks the 
total issue of PRINTERS’ INK has been 
227,000 copies, the average issue 
28,375 per week. The smallest issue 
was the edition for March 27th, which 
numbered 22,600 copies. The largest 
issue was for March 6th, 30,500 copies. 
During the week ending April 12th 
four hundred and fourteen paid-in- 
advance yearly subscriptions were 
booked and four hundred and ten dur- 
ing the week ending April roth. 
Holders of Subscription Coupons 
should note that they expire by limita- 
tion at the end of the current year. It 
is contemplated enlarging and improv- 
ing the publication, and the subscrip- 
tion price in 1896 is likely to be 
advanced to $4.00 or $5.00 a year, 
such a price being more in accordance 
with the cost of odsetion and the 
customary rate charged for the best 
trade journals, as well as with the value 
of PRINTERS’ INK as a text-book for 
advertisers. 
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WALTER W. BRETT, advertising 
writer, died at his home in New York 
on Sunday, April 14th. He had done 
much good work, all of a character 
calculated to elevate his calling and 
win the appreciation of the business 
community, 


THE solid facts are what the people 
want to hear about your hardware, just 
as they want solid goods when they 
buy your wares. But this doesn’t 


preclude putting things brightly and 
lightly, provided you do not go to the 
extreme of being too funny or too smart. 


Just as hard steel may be bent to 
graceful curves without losing its 
strength, so may the hard facts about 
subjects like stoves and kitchen ware 
and lawn mowers and iron fencing be 
made graceful and pleasing in their 
presentation without losing their real 
force. In fact, that’s the way the pub- 
lic wants them presented—the way 
that wins the attention of hardware- 
purchasing people. 


ADVANCE sheets of the American 
Newspaper Directory for 1895 show 
that a much larger number of publish- 
ers made reports than for any pre- 
ceding year since the establishment of 
the Directory in 1869. Ten years 
ago it was found that only one pub- 
lisher in nineteen was willing to let it 
be known how many copies he printed. 
In 1895, however, more than one-fifth 
(4,459 by count) made reports of the 
actual editions put forth throughout 
an entire year. Such reports are 
guaranteed to be absolutely correct. 
A still larger number (5,687) sent in 
reports which would not hold water, 
and about ten thousand publishers 
judiciously refrained from furnishing 
any information concerning circulation. 
Any publisher who placed on file at 
the Directory office a true statement, 
conveying the requisite information 
concerning the issues of his paper, 
duly signed and dafed, and who finds 
when the book appears that his paper 
is not rated in accordance with the re- 
port which he sent, will receive from 
the publishers of the Directory a 
written apology for the neglect and a 
check for $25 for the discovery of the 
error. The publisher who registered 
the letter he sent, containing the cir- 
culation statement, will find it easy to 
prove that one was sent and received. 
If he kept a copy it will be equally 
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easy to establish the fact that the 
statement sent actually did contain the 
requisite information and was properly 
signed and dated. The Directory 
will reach its subscribers on the 15th 
of June, its issue having been de- 
layed six weeks beyond the time origi- 
nally intended, for the purpose of 
enabling publishers to avail themselves 
of an opportunity to emphasize in its 
advertising columns certain facts of 
advertising value revealed by a scrutiny 
of its combinations and statistics. 
~— 


NOW IN PRESS. 


GLEANINGS FROM THE AMERICAN NEWS- 
PAPER DIRECTORY FOR 1895. 


The Chicago Mews has the largest 
daily circulation. No New York daily 
compares with it in this particular. 
Some claim a greater issue, but the 
figures to prove it are not accessible. 

The Boston G/ode has the largest 
daily issue of any paper published 
north of Philadelphia and east or west 
of Chicago. No New York daily ex- 
hibits figures entitling it to be rated 
with the Glode. 

The. New York Press has a larger 
circulation than any other Republican 
daily in the United States, and no 
other daily in New York City exhibits 
a definite claim to so large an issue. 

The Chicago Record has established 
a claim to a much larger circulation 
rating than any other morning daily in 
the entire West or even in New York 
City. 

The daily issue of the Cincinnati 
Post is equaled by only three papers 
published east of Cincinnati, only two 
pudlished west of Cincinnati and by 
none published north or south of or in 
Cincinnati. 

‘The Enguirer has the largest circu- 
lation accorded to any morning daily 
in Philadelphia and the second largest 
accorded to a Philadelphia daily of 
any kind. 

The Boston Journal has the second 
largest circulation rating accorded to 
any New England daily. 

The Zvening Record, of Boston, has 
the third largest circulation rating ac- 
corded toa New England daily, and 
the largest of any New England daily 
printing an evening edition only. 

The St. Louis Chronicle is credited 
with the largest circulation rating ac- 
corded to any daily paper published 
west or south of Chicago, 
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The San Francisco Examiner is 
credited with the largest circulation of 
any daily issued west of St. Louis. 

The Cleveland Press has a larger is- 
sue than any daily north of Cincin- 
nati, between Boston and Chicago. 

The Baltimore Su# has a larger is- 
sue than any other daily printed south 
of Philadelphia, Cincinnati, St. Louis 
and San Francisco. 

The Detroit Evening News has the 
largest daily issue between Cleveland 
and Chicago. 

The Pittsburgh 7imes has the largest 
daily issue printed west of Philadelphia 
and east of Cincinnati. 

The issue of the Kansas City Star 
is equaled by that of but two other 
dailies printed in the State of Missouri, 
both in St. Louis. 

The circulation of the Mew Yorker 
Herold is very much larger than that of 
any other German daily in America. 

No other Sunday paper in the 
United States, and no weekly either, is 
credited with so large an issue as the 
Philadelphia Sunday Hem. 

The Sunday issue of the Boston 
Globe is exceeded by that of but one 
other Sunday paper in all America. 

No other weekly paper is credited 
with so large an issue as the New York 
weekly 77zbune. 

No other religious weekly in the 
United States has so large an issue as 
the Christian Herald, published in New 
York City, Dr. ‘'almage’s paper. 

With one exception the circulation 
of the St. Louis weekly Republic is 
larger than that of any other secular 
weekly in America. 

The weekly paper printed in the 
German language having a larger cir- 
culation than any other is the Germania, 
printed at Milwaukee, Wis. 

‘The humorous publication that has 
established a claim to the largest cir- 
culation is Judge, New York City. 

To the Family Herald and Star, a 
weekly published at Montreal, is ac- 
corded the largest circulation in the 
Dominion of Canada. 

The St. Louis Republic has a larger 
circulation than any other morning 
daily published in Missouri. 

The St. Louis Gibe-Democrat, daily, 
is far ahead in circulation of any other 
Republican daily issued west of Chi- 
c 


ago. 

The Detroit weekly Free Press 
prints more copies than any other 
weekly in Michigan, and with four 
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exceptions more than any weekly in 
the United States. 

No other weekly paper in Ohio has 
as much circulation as the 7Zoledo 
Blade. 

No weekly or Sunday paper in New 
York, outside New York City, has so 
large a circulation as the Elmira 7ez- 
gram, and there are only two weeklies 
in New York City that exceed it. 

The Kansas City Weekly Star has a 
larger circulation than any other weekly 
in Missouri outside St. Louis, and 
with one exception has the largest 
circulation of any weekly in the State. 

Of the entire number of newspapers 
in New England, no weekly is rated 
so high as the Golden Rule, of Boston. 

The LZpworth Herald, of Chicago, 
leads all the religious weeklies issued 
west of Philadelphia, New York and 
Boston in the number of copies printed. 

The Mew Yorker Revue is the one 
German paper issued on Sunday that 
exceeds all others in circulation. 

—_ +o 


THE LARGEST NAMED FIRST. 


The following is a complete list of all 
the newspapers and periodicals credited 
by the circulation ratings accorded in 
the twenty-seventh annual edition of 
the American Newspaper Directory, 
now in press, with regular issues ex- 
ceeding 50,000 copies. The actual 
figures indicate the average or small- 
est issue put forth during the year 
1894, and the publishers of the Di- 
rectory will pay $100 to the first person 
who proves one of these ratings to be 
untrue. The ratings by the letter A 
mean a circulation exceeding 75,000 
copies. If the rat ng letter is followed 
by an asterisk (*) its correctness is 
guaranteed. If followed by two aster- 
isks it indicates that the publisher’s 
statement failed to be sufficiently defi- 
nite. Those without the asterisk are 
fixed without any information having 
been furnished from the office of the 
periodical. 

Dailies. 


Chicago, Ill 
Philadelphia, Pa.... 
Boston, 

Chicago, Ill 

New York, N. Y.... 
Cincinnati, O. 
Philadelphia, Pa...Inquirer 
Boston, Mass. — 


evening Record. 
St. Louis, Mo Chronicle 
Chicago, Ill 


Press.... 


Boston, Mass 





New York, N. Y.... 


Philadelphia, Pa... 


San Francisco, Cal.. 
Cleveland, 
Baltimore, Md.... 
— 4 
Piste urgh 

Louis, Me. 
kK: ansas City. Mo.. 
New York, N. ae 


St. Louis, Mo 
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Morning Journal 
News 


Sun, morning.. 
Sun, evening. . 
World, morning. 
World, os- 
— lic ‘Ledger... 


New Yorker 
Herold. 
Globe-Democrat. 


Weeklies, 


P Apert Pa.. 
yston, Mass....... 
New York, N. Y.. 


Philadelphia, Pa.... 


St. Louis, Mo 
Detre vit, 


Kansas City, 
St. eee 

Philadelphia, Pa.... 
soston, Mass....... 
Milwaukee, Wis... 


Chicago, Ill 
New York, N. 


.. Sunday Item.. 
Sunday Globe.. 


“Christian Herald 
and Signs of 
Our Times. 

Sunday School 


A** 
72,541 
67,919 
66,432 
60,542 
60,313 
571335 
56,830 
56,594 
51,058 


+ 215,220 
+ 171,690 
166,948 


166,351 


+ 161,342 
+ 125,384 


117,897 
106,039 


+ 103,506 


‘Globe-Democrat. 


Sunday Inquirer. 
Golden Rule.... 


-Germania. 


Der Haus und 
Bauern-Freund 
—-. _— 


San Francisco, Cal. “s 


Montreal, P. Q. 
Washington, D. C.. 
Atlanta, Ga 

Cc hicago, Ill 
Louisville, Ky 
Boston, Mass....... 


Detroit, Mich 
New York, N. Y.. 


Odea, Bi: Fo. stses 
Cleveland, O 


Harrisburg, Pa... 
Philadelphia, Pa... 


St. Louis, Mo 
Philadelphia, Pa.... 
Boston, Mass. 


St. Louis, Mo.. 


Buffalo, N. ¥ 


Herald 


Star... 
National Trib- 
Constitution .... 
Inter-Ocean 


54 
Saturday Blade.. 
tes ournal. 
Youth’s Com- 


mee Sun.. 

-Family Story 
Pape 

Fireside Com- 


Harper’s Bazar.. 
Harper’s Weekly 
National Police 


Puck ; 

Street & Smith’s 
N. Y. Weekly. 

World 

Saturday Globe. 
nion Gospel 
News......006 


-- Tele: 
Golden Days.... 


Saturday Night. 
Sunday Globe- 


day Express... 


100,000 
95,971 


79419 
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745335 
71,844 
70,731 
63,676 


63,575 
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New York, N. Y....New Yorker 


Williamsport, Pa,. 


New York, N. Y... eulogy Press. .. 

New York, N. Y....Truth.. 
Semi-monthlics. 

Springfield, O. ri and Fire- 


Springfield, Mass.. 
Springfield, O 


at > “cbt 


on and Home. 
dies’ Home 
Companion.... 
.-Home and Farm. 
I % ust “ae ed 
appy Hours. 
ber wy“ — 
side Visito 
Mir neapolis, Sten Mlepecbeniee. « 


Monthiites. 


Louisville, Ky.. 
Augusta, Me 


Augusta, Me 
Philadelphia, Pa...,Ladies’ 
Journal 


New York, N. Y....Hearthstone 

Delineator 

ag ee ~ 

Rural Home. 

.. Ladies’ World.. 

People’s Home 
Journal 

Farm Journal... 

Illiustrated 
Home Guest.. 


New York, N.Y.. 


Philadelphia, Pa.... 
New York, N.Y.... 
Irvington-on-t he- 
Cosmopolitan.... 

Springfield, O Farm News...... 
Libonia, Pa Park’s Floral 

Magazine...... 
Syracuse, N. Y cay Her- 
New York, N.Y.. 


Hours At Home. 
Household and 
ottage 
Hearth 
Demorest’s Fam- 
ily Magazine... 
1 e’s Library. 
adies’ Standard 
Magazine... 
Washington, D. C. American 


Farmer 
Chicago, Ill 


Boston, Mass 


New York, N.Y.... 


sheulaatas 
itomist 
den 


Indianapolis, Ind...A 
Augusta, Me 
People’s Liter- 


is 


Whole Family.. 
Floral Park, N. Y..Mayflower 


Boston, Mass 
New York, N. Y.... Argosy 
Century Maga- 


Frank Leslie's 
Popular 
Monthly 

Harper’s New 
Monthly Mag- 


Munsey’s Mag- 


Queen 
Fashion 

Review of Re- 
Se TEE. 


279,516 
251,116 


145,408 
775225 


A 
A 


. 381,708 


318,612 
250,000 


215,437 


203,333 
160,916 


122,416 
103,600 
102,627 
100,000 

89,250 


88,000 
85,000 


81,494 
A 

A* 

A 
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New-York, N. Y....Scribner’s Mag- 
azine....{..... 
Sunday School 

Journal 

Rochester, N. Y....Vick's 
agazine. A 

Sunday School 

ournal for 
eachers...... 
-Agent's Herald.. 
omankind..... 
..Fireside Gem..., 


A*™* 
A 


Cincinnati, O 


At 
Philadelphia, Pa... A** 
Springfield, O... 69,833 

aterville, Me 60,200 


Boston, Mass.... 


to 
Philadelphia, Pa....Baptist Teacher, 
New York, N. Y....McClure’s Mag- 


60,000 
57975° 


56,705 
535726 


4531759 


The date of issue of the Directory, 
has been postponed to June 15th, for 
the purpose of extending to publishers 
a fuller opportunity to emphasize valu- 
able points by the insertion of state- 
ments on their own responsibility, 
which may have place in the body of 
the book directly following the letter- 
press description of the paper. 


A CIRCUS AD-SMITH. 


If Barnum & Bailey would put on 
exhibition the man who writes their 
marvelous circus literature and designs 
the posters and ‘‘ dodgers” and hand- 
bills, he would probably be as interest- 
ing as any single feature of the “‘ great- 
est show on earth.’’ 

Probably every man, woman and 
child in this country who can see and 
read has wondered at the genius who 
writes those alluring descriptions of 
chariots, pageants, trapeze performers 
and wild beasts of the menagerie. 

This genius of circus literature is R. 
F. Hamilton. He labors all winter 
long writing and arranging his litera- 
ture, and in the spring he starts out 
ahead of the show with his carloads of 
assorted billboard posters and miscel- 
laneous small placards and pamphlets. 

Probably no man alive has so strange 
a collection of adjectives and odd 
phrases. Here are some of Mr. Ham- 
ilton’s epigrams, selected at random 
from his circus pamphlets of the pres- 
ent season : 

“Grand and majestic spectacle of brute 
reason !”’ 

“ Animal performances without a parallel 
on earth !”” 

“*A most ambitious project completely ex- 
ecuted !”” 

“4 _ whole brute creation subject to 

an 
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“The rarest of novel scenes and unlike 
anything ever witnessed before !” 
“The lion-tamer’s hi t! 





4 ac 
The tiger teacher's greatest exploit !”” 
x a entire play performed with animal 
actors—a truly wonderful sight, unequaled 
anywhere, the trainer’s dream !” 

“Celebrated throughout Christendom, the 
most graceful, charming and exquisitely 
novel principal trick bareback equestri- 
ennes !’ 

* Most daring, original and accomplished 
artistes, whose the beauty and grace are 
as conspicuous as their delicate, chaste and 
pontine vee we equestrian performances !”” 

“Two brave and utterly fearless bareback 
riders in a positively novel repertoire of 
highly sensational double jockey displays, 
with both the intrepid ladies on a single 

orse !’ 


“Double and single equestrian acts of un- 
paralleled bravery, demanding all the skill 
of the most perfect dancers combined with 
the courage of arenic experts !’’ 

The author of this marvelous litera- 
ture, which is read with open-mouthed 
astonishment by our country cousins, 
is fully aware of its extravagant char- 


R. F. Hamixton. 


acter. Mr. Hamilton has made a 
long and thorough study of circus lit- 
erature, and he knows just when and 
how to use the remarkable adjectives 
of which he‘has ready command, as 
well as the reasons therefor. In ex- 
plaining his art yesterday he said toa 
World reporter : 

‘‘Of course, the style and phrase- 
ology of it all, at first glance, would 
appear extravagant, but, compared to 
the language used by the commercial 
community, it really is not. For in- 
stance, how many times one reads of 
So and So ‘sélling out 50 per cent be- 
low cost.’ Can anything in the circus 
line beat that extravagant and hack- 
neyed phrase? 

‘*The same exaggerative style is ap- 
parent in the wording of all lines of 
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amusement advertisements, as well as 
those in every other line of business or 
profession. Indeed, extravagance of 
expression seems to be such a neces- 
sity in America, and so general is the 
use of adjectives that to depart from 
their use would result in loss of patron- 
age. The people understand that a 
certain amount of expansion, over-esti- 
mation, hyperbole, amplification, col- 
oring and flight of fancy is permissi- 
ble, and have long since been taught 
to discount and make due allowance 
for it. 

‘“To state a fact in ordinary lan- 
guage in this country,” continued Mr. 
Hamilton, philosophically, ‘‘ would be 
to create a doubt of the quality of the 
thing, animate or inanimate, to be dis- 
posed of. People would imagine it 
did not amount to much. Suppose a 
grocer should advertise : ‘Fine Fresh 
Cod Fish.’ This would be alliterative 
and tell the truth, while his neighbor 
across the street might express himself 
about the same thing thus: ‘The 
largest, sweetest and absolutely the 
best codfish ever caught, with scales 
as large as quarters and meat whiter 
than snow, alive when captured, and 
the finest ever landed ; the Atlantic 
Ocean never contained better and never 
will!’ Would not the latter sell the 
greater quantity ? 

‘«Suppose again the grocer had re- 
ceived a consignment of eggs from the 
West which had been snowbound and 
were four weeks in transit, would he 
put a sign on them like this: ‘ Eggs 
for sale, four weeks old,’ or one read- 
ing like this: ‘Fine eggs just re- 
ceived’? In the latter case he neither 
lies nor exaggerates, still paradoxically 
he is guilty of both. ‘he eggs were 
fine, and he has just received them, 
but—and so we go. No one ever tells 
the truth ; all exaggerate ; the people 
know it, and there we are. 

‘Now, in the circus business no at- 
tempt is made to deceive, but the nat- 
ure of the objects placed or to be 
placed on exhibition is out of the or- 
dinary and requires an exceptional 
mode of treatment in order, if I can 
use the phrase, to sell them. Every- 
thing is called by its right and proper 
name, but a certain amount of over- 
estimation is made use of, without 
which the article, subject or object 
would never seem attractive. When 
figures aré used 1,000 would be better 
than the correct number 825, and 
about that same proportion of exagger- 
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ation would prevail in ali the printed 
material. 

‘*The only information ever fur- 
nished the man fathering the circus 
‘paper’ are the bare names of the per- 
formers and whether they are clowns, 
riders, acrobats or other kinds of ‘ ac- 
tors.’ The ‘paper’ is all built on that 
slight foundation, and as much some- 
times as 450,000 to 600,000 words and 
phrases are erected on that little ped- 
estal. 

‘* Circus. writers,’’ continued Mr, 
Hamilton, rapidly rolling a very small 
cigarette, ‘‘like poets, are born, not 
made. There are not a half dozen in 
the country. It is not essential they 
should be newspaper men or have any 
journalistic training whatever. Some 
of the most brilliant journalists on 
Park Row, to my personal knowledge, 
have utterly collapsed and given up in 
disgust the task of writing what is 
called a programme. ‘I hat is a sheet 
of paper 14x21 inches, with all the 
features the show contains displayed 
on both sides, and which must be 
stated in about 1,500 words, attract- 
ively displayed. 

‘‘In writing circus ‘paper’ these 
things must never be forgotten: to 
write entertainingly, so as to interest 
the public generally ; to make it serve 
asan advertisement telling of the chief 
features of the show ; to properly ex- 
ploit the actor, act, attraction or part 
of the entertainment deserving it ; to 
satisfy the exacting and critical propri- 
etor, and to, withal, induce people to 
visit the circus.’""—Mew York World. 





Spacer—Smith writes appropriate ads. 
Placer—Yes; he appropriates them from 
Printers’ Ink. 
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HIS MENTAL EYE UNDIMMED. 


The friends, when P. T. Barnum died, 
Were full of thankfulness and praise, 

To know his mind was clear—he cried, 
“* Judicious advertising pays !”’ 


With these brave words, he passed from here | 

To upper lands of endless bliss, 

A home of everlasting cheer 

For those who advertise in this. 

—Lincoin, (Neb.) State Journal. 
————_—4@o— 

TueEreE is only one way to have the adver- 
tising right, and that’s to have it tell plain 
facts in an honest, convincing way—dealers 
that do this will sell goods. Dealers that 
just make claims to the best goods at the 
owest prices, and give their street address 
cannot expected to sell goods. It would 
be just as sensible for you every time you 
met a man on the street to stop him and say: | 
“* T sell hardware on the corner of Green and 
Main Street—good morning.” That would 
be funny, wouldn’t it? nat’s about what 
the average ad says, only it says it in a dif- 
yn way. —Walier W. Brett, in Hardware 


Displayed Advertisements 


50 cents a line; $100 @ page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 


STérhee EOF FOERER RAE, re. 


ADVERTISERS— 











Catch the FYE. 


An attractive cut and catchy 
4 in. to acolu long, for 50 


mn 50 ce 
der. W.C.STEWAR 4114 Elm Ave., Philada. 
fm Francisco, Cal 
THE WAVE, Tending "Bacine oi. 
ins Ur World hide. Ne 


ov 13,000 wert... mn 
k, N. Y., sole age teed. 


=ECAPRONES 


uine ne ee in- 
oat Te 


lepho: 
5 \esvate or ublic, ect » 
or non-electri 
competition, ‘ #3 tc to $15. pmarond S| Oa 


ee | iy & - vince you; send 4 
5 cts. a A pecial distount = 


The Elliott Te Telephone Co.,> 
MARTINSVILLE, IND. 
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‘The Adv’ts. of the 
Evening Wiscon- 





# sin and the C.N.U. in 


are by me. f 
The illustrations are Ny two / 
) of my artists. 
E. A. WHEATLEY, 


EFFECTIVE ADVERTISING, 
CHICAGO. 


PRINTERS’ INK. 


EFT EA I AD ALL 
WOLSTAN DIXEY, 
Ad-Writer. 
I’m 9 busy to write A Ae adver- 
irae ay ything well el done te is 
lieve an well done 
all it anad. I 
icalad ; si 
of advertising. Itwill 


e righ’ 
te. World | ——- » New arte 








AMERICAN 4 ft, Desk, $16 
DESK 44 ft. Desk, 18 


AND 
SEATING ° &. Cote ad 


COMPANY, 
18-20 East V Van Buren ‘st., Chicago, 111. 





Results<> 


are what count in printing. 
The better the printing the better the 


results. One of my especial specialties 
is printing good booklets. No matter 
who writes the booklet, I should do the 
printing. Ihave some samplesthat Iam 
quite proud of. Oneof them is an eight- 

page booklet that tells about my own 
business of Job Printing and quotes 
some of my prices. I want tosend these 
samples to those who are really inter- 
ested. I have nospecimens to send for 
fun. Asan evidence of good faith, please 
inclose 2-cent stamp. 

WILLIAM JOHNSTON, 
Manager Printers’ Ink Press, 
10 Spruce St., New Yorn. 


TO THE LOCAL REPORTER. 





In every village and hamlet in the 
United States there are persons who 
use the Ripans Tabules. They are 
only useful for disorders resulting from 


| an impaired digestion, but pretty nearly 
| every human ill hinges upon this very 


cause. Up tothe present time the use 
of the Tabules has been most common 





PRINTERS’ 


among the rich or well-to-do, the edu- 
cated and most intelligent ; although 
the poor, and the people who have 
little time for education and none for 
the elegancies of life,.outnumber their 
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more fortunate neighbors more than a 
hundred to one. These poorer people 
are the very ones who will be most 
benefited by the general distribution 
of Ripans Tabules until they have a 
place in every house in the land. The 
advertisements of the Ripans Tabules 
are written by educated men and 
women and appeal to those of the same 
class who live in comparative elegance 
and luxury. More effective advertise- 
ments could be prepared by men of 
experience as reporters, by learning 
from the local druggist the name of 
some person in a humble walk of life 
who has used the Ripans Tabules, and 
visiting and discussing with that per- 
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son the ills for which the Tabules are 
a remedy, and the satisfactory results 
arising from their use. Such an inter- 
view, with name, date, street number 
or exact address, with autograph of the 
person interviewed if available, would 
rove a valuable advertisement and, 
Cine set down in the very words used, 
will convey the correct meaning to 
other poor and humble folk in the 
same or a similar walk of life. The 
ordinary advertisement prepared by 
the ad smith shoots over the head of 
ninety and nine of the very people for 
whom the Ripans ‘labules are eventu- 
ally destined to prove such a boon. 

An appeal is hereby addressed to 
every local newspaper reporter, and to 
every person who is somewhat practiced 
in writing, to makean attempt at learn- 
ing and committing to paper the views 
of one or more of humble persons in 
modest circumstances residing in the 
near neighborhood, who have already 
learned the value of the Ripans 
Tabules. Try to tell the story in the 
actual words and to preserve the pro- 
nunciation—to tell the story exactly as 
it was learned. 

For every satisfactory example of 
such a report sent to the Ripans Chemi- 
cal Company, No. 10 Spruce Street, 
New York, that Company will send 
two of the Mantel Clocks here pictured, 
one to the reporter and another to the 
person interviewed. 





Perhaps your advertising is not paying as it ought to. Perhaps 
ing too much in one way—too little in another. 
medium—perhaps it is in the way you tell your story. 
ood space to the best advantage. 

tter than newspaper space—or vice versa. 
I am in touch with hundreds of advertisers. I know what has paid and what has 


know whether or not you are using 
culars and booklets would pay you 


Advice: 


~ are spend- 


erhaps the trouble is with the 
erhaps you would like to 
Perhaps cir- 


not. I have had ten years’ active experience in advertising—all sorts of advertising, 
under all sorts of conditions. I have letters from hundreds of business men, who say 
that they have been benefited by my advice. 

Don't misunderstand me—I don’t pretend to know it all, but Ido know some 
things and I am ready to bring to bear on your business a clear head, common sense 
and eyes that will see it from a point of view you can never reach for yourself. My 
criticisms shall be as candid and as strong as I can makethem. I have no axe to 
grind. My opini are i I don’t care whether you like what I tell you 
about your advertising or not. What I say will be honest. If it hurts, perhaps it 
will help all the more. 

Consult me as you would your doctor or your lawyer. Ask me any questions you 
like—specific or general. For writing you a letter of criticism and advice I shall 
charge $10, which is cheap if I give you only one useful idea and is not a billing 
matter if I don’t. If your business is big and you want a complete plan for adver- 
tising it, I will charge more, 


Charles Austin Bates, vanderbit Buitding, N. Y. 
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Advertising is 
An Experiment 


to those who “ know better’? and 
who will not profit by the paid- 
for experience of others.. Those 
who have tried declare that the 


Vickery & Hill 
»»eLiSt... 


Is Absolutely Unsurpassed 
For Paying Returns. 


ENTERPRISE IN MONTANA. 


The Anaconda (Mont.) Stand- 
ard will have four linotypes in 
ration by April 27, the ma- 
chines having already left New 
York. About May: the Stand- 
ard will be enlarged to a 7-col- 
umn, 8-page daily, with yl > a 
on Sunday, and a weekly edition 
will be started some time in 


PP eda 


June. Mr. Bond, the business 
manager, is a hustler, and is 
making the Anaconda Standard 
a great newspaper. He now 
claims the largest circulation of 
any paper between St. Paul and 
the Pacific Coast. The Standard 
: i ap in ge York by 
’ manuel Katz, who also repre- 
For full particulars address sents the San Francisco fn 


Publication Office, Augusta Me., or iner.—Fourth Estate, April, 18. 
New York Office, 517 and 518 Temple Court, 


; C. E. ELLIS, Manager. $ 
) 


Put Your Money Where It Will Pay You. 
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When it comes to circulation, actual, 
bona fide circulation, the 


*Hnseiger des Ulestens,” 


[ESTABLISHED 1834] 
Daily, Sunday, Weekly, 


is far ahead of any of its contemporaries in St. Louis. 

The ANZEIGER DES WESTENS is always ready and willing to 
prove by comparative investigation of all books—not of cash books 
only, which may be doctored—nor by affidavits, which some persons 
with an elastic conscience, and no sense of dishonor, make as easily as 
eating a good dinner—but by an investigation, a thorough investi- 
gation of everything, that its circulation is far greater than the circu- 
lation of any other German paper in St. Louis. 


It is the great German paper of the West 
and Southwest. 





PRINTERS’ INK. 





A SMALL MAN, A BIG BOY 
AND 


TNE See ELE 


A Triple Alliance that will produce 12,000 to 14,0°0 papers per hour. 
Chicago. CAMPBELL PRINTING PRESS & MFG. CO., New York. 


| Der Deutsche Correspondent. ; 


GERMAN DAILY, WEEKLY AND SUNDAY PAPER. 


Baltimore has a German-American po ulation of < am. English papers do not 
reach these people. The CORRESPONDENT The CORRESPONDENT is read in nearly 
= het German family. The CORRESPONDENT ¢ covers a field not touched by the En- 
g papers. 


Circulations: Daily, 11,196 ; Weekly, 4,060. 


The CoRRESPOND=NT is the only German saan pape per in Maryland that receives and pub- 
lishes new, fresh telegraphic Yew Fork associat he cals poermen paper that is a member 
of the United Press and the eo Press. The only German "Fie ot in 
Maryland LF has a full corps Rey a cover the entire as 'h oY 
German pear 5 rin Maryland that, “od . Pail corps of carriers in Washingto 
town an ndria. Therein is our circulation. 


EDWARD RAINE, Editor and Proprietor, BALTIMORE, MD. 


SAAT On 


# Dayton, Ohio, |: 
Morning Times, 
ia Evening News. 


+ Ase eeeseeceseesseseoes 














a 


Combined Daily Circulation, 
14,000. 


Are you looking for results from your advertising ? 





DAYTON, OnT0. 
The Huffman Pub. Co., City. 
GENTLEMEN—Three months’ gwataing. in Evenrne NEws 
ht greater returns than all the other Dayton dailies com- 
bined, for twice that period. It seems to reach the “ bu ng 
EMPREsS JOSEPHINE TOILET 


The above letter is proof of the value of the News as an advertising 
medium. For further information address home office, or 
H. D. La COSTE, 
38 PARK ROW, 
NEW YORK. 





*x 
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“We are 7” 


and we own seven denomina- @ 


tional fields into which we can 
lead an advertiser easily, for 
little cost and with an indorsed 


PRINTERS’ INK. 


PROFIT OVER $1,200. 


24 and 236 South 8th St. 
Philadelphia, Pa., March 30, 1996. 


ENTLEMEN : 

PR done a pa deal of , or in 

various newspapers maga: 
past twelve months, we feel in duty | 

ress our opinion of the value o 

|OOL as an advertising medium. 
ful comparison of the results ob 
find that th 


introduction which will cause 

him to be received with confi- 

dence. Without us it will cost 

him more money, he must go 

many and devious ways and be 
looked upon as a stranger. 

These papers can make your 

advertising effective. They are 

doing it for others. 

Put 

Them 

On 

Your 

List 


f 
time amount to fully 400 wd cent more any 
other ine patronized by this com- 
Inthe rom Stwo kk —~d our advertisement 
Gureas ScHOO! we have traced a di- 
d absolute rofit of over * om. r de- 
ducting the cost the goods, cost of the adver. 
Ging ane and m3! incidental expenses, and returns are 
ming in. 
“We send you this letter unsolicited, and t 
show you our high «Bass as an of the value o 
THE SUNDAY SCHOO! as an advertising me- 


dium. oa ve 
¥NDICA TE PUBLISHING CO., 
“F. E. Wricut, Presider 


The Sunday School Ganes 


Average for 1894, 161,342 Copies Weekly. 


Rate: 80 cents per line for one or more times. 


nt.” 





PHILADELPHIA. 
Observer 


High-class circulation for less than one-half 
cent per line for 1,000 copies issued. 


Write to us for fuller particulars. 


= Religious Press 


Association 
SQIU TAN VUUNAATAONUUUOAGAUUVOUAUOOEEAUSOGUOVAGADCOGOOUOOGGUOOGOOOUGGOOUEOOOUUNEGGPUHLLE 


Phila. 
Is there any reason why you should not 


n 
Instructor 
Recorder 


Write to us for 
fuller particulars. 


oll 








Religious Press 
Association 
Phila. 





use the 


Richmond “STATE” 


for your advertising ? Perhaps you have been taking 
too much for granted as regards the newspaper situ- 
ation in Richmond. You doubtless have means of 
ascertaining the status of the various papers pub- 
lished there—why not investigate? It will pay you 
to look into the matter carefully. 


WE KNOW that the ‘“‘STATE”’ thoroughly 
covers the homes of that city. It is a live, enter- 
prising afternoon family newspaper, and has a good 
circulation. Why shouldn’t it be a good paper 
through which to introduce your goods to the 
buying population? It has every facility and ap- 
pliance for the making of a first-class paper. Let us 
send you a copy of the paper and quote prices. 


H. D. LA COSTE, 
38 Park Row, 
New York. 


Home Office: 
Richmond, Va. 


TT 


TT 
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ranscripts, 


DAILY, SUNDAY, WEEKLY. 


Peoria, Illinois. 


THE TRANscRiIPTs have. been regular visitors to the homes of 
Peoria and Central Illinois 


For Forty Years. 


In 1855, when Tue TRANscRIPTS were established, the city 
was little more than a village. Now, together with its 


suburban villages, 


Peoria Has 60,000 People. 


All these people know and believe in THe TRANSCRIPTS. 


The Daily Morning Transcript is the leading newspaper of 
Peoria, both for local and general news. It is a member 
of the Associated Press. 


The Sunday Morning Transcript has all the features of the 
regular daily editions and makes a prominent feature of 
society events of the city. 


The Weekly Transcript is a standby in the homes of the 
surrounding country and villages. 





Is in the center of an agricultural garden spot. 


— 
Bee Is in the heart of the Illinois coal fields. 
Is the point to which eleven railroad lines converge. 
Is on the navigable portion of the Illinois river, 


THE TRANSCRIPT CO., Publishers, Peoria, Illinois. 
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The Nearer the Star 
the Bigger It Looks. 


lH 
There may be an adver- 


tising agency on your street 
that looks mighty because 
it’s near. That same agency 
may be smaller and less 
able to handle your busi- 
ness than one farther—but 
not too far—away. 

Some of our most success- 
ful and best satisfied clients 
are Easterners. 


Lord & Thomas, 


Newspaper and 


vg (SE. Ns Magazine Advertising, 

4. 3 45-49 Randolph Street, § 
n<i CHICAGO. ' 

SS4UUSE New York Office: Tribune Bldg. 


i 
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Mrn-z0AIN w-cor AH mI 


Average 


UU 


Manager Foreign 
63 Tribune Building, N. Y. 


te 


woos | NE... 
St. Louis 
Chronicle’s 


Circulation is Greater than 


= ALL OTHER EVENING Ba 
PAPERS COMBINED. 


wen 


Circulation 


EACH DAY FOR 


MARCH, 1895, 


GUARANTEED TO EXCEED 


105,000 


COPIES. 


E. T. PERRY, 


Advertising Department, 
66 Hartford Bidg., Chicago. 
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T heh hed ed Med ded ded ded dd hd Ade 


Greatest Circulation of any Daily Newspaper in Eteven © 
Southern States and so guaranteed by Geo. P. 
Rowell & Co., under a forfeit of $100. 





In Manner, 
Material and 
Make-up “ts 


S 
5 ATLANTA 


* * JOURNAL 


Is the newsiest and most enter- 
prising daily in the South, and is 


spirit of its people 

+9000 OOCee-- 
It receives the full Associated 
Press Report over a leased wire 
running directly into its news- 


..The Atlanta Journal... 


HOKE SMITH, President. 
F. N. RICHARDSON, Editor. 
H. H. CABANISS, Business Manager. 








Ss. C. BECKWITH, 
Sole Agent Foreign Advertising, 


N 
: 
: 
N 
N 
the recognized exponent of the ‘ 
: 
N 
: 
: 
N 
: 
’ 


48 TRIBUNE BUILDING, N. Y. 
469 THE ROOKERY, CHICAGO. 
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«One Paper in a State—THE DENVER REPUBLI. 
CAN for Colorado.’’—Geo. P. Rowell & Co. 











EORGE WASHINGTONK«® 


was not a publisher. But 
history and tradition agree 
that Washington could not 
tell a lie. nits 


The Denver 








Republican 


PD PBB owe 








A paper that never has and never 
will tell anything but the ‘‘plain 
truth” as to their circulation, which 
for 1894 averaged 


Daily, = 20,496 
Sunday, = = 20,229 


All books relating to the circulation 
of THE DENVER REPUBLICAN 


are open to advertisers. 





S. C. BECKWITH, ee 
SOLE AGENT FOREIGN ADVERTISING, © S.C. BECKWITH 
Were 


Tribune Bidg. N.Y. The Rooker:, Ci.icago. Broun t4 
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The Detroit Suns. 


ILLUSTRATED AND SUNDAY. 
PSELOOERS 


ILLUSTRATED. SUNDAY. 
98,920 
98,632 
99,756 
102,621 
May . 104,002 
May 101,603 
May 
May 
June 
TONS Oics oss 000s FOROIO 
June 16.......... 101,982 
June 92,781 
June 98,714 
July 99,728 July 
July 92,998 July 
July 101,604 July 
97,728 July 29 
August 5 
August 12 
August 18 : August 19 
August 25 August 26 
September 1.... September 2 
September 8.... September 9 
September 15.... September 16 21,216 
September 22.... September 23 24,781 
September 29.... September 30 24,615 


2,544,700 - 
Average weekly circulation Average weekly circulation 
for the past six months, forthe past six months, 


97,837: 25,236. 


PPLE VECO 
W. C. BAKER, Business Manager. JOHN BATES, Pressman. 


Subscribed and Sworn to before me this 18th day of October, A. D. 1894. 
D. A. DELANY, Notary Public, Wayne Co., Mich. 


RATES ARE LOW. 
Advertising Office; 517 TEMPLE COURT, NEW YORK CITY. 
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32 per cent 
More Advertising 


printed in THE EvENING Post during 1894 
than appeared in any other New York 
evening paper. The excess in 1893 was 
25 per cent. 


654 More Columns 


of advertising printed in THE EVENING 
Post during 1894 than in 1893. An ex- 
ceptional record. 


Q 


Nine Times 


Out of Ten. 


“‘The advertiser who will use but one 
evening paper in New York City will, 
nine times out of ten, act wisely in select- 
ing THE EvENING Post. No other has so 
large an advertising patronage. In influ- 
ence and respectability it easily takes the 
lead.”"—Printers’ Ink. 





Publication Office: 
206-210 Broadway, - = New York. 
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wn 
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The 
Louisville 


Courier-Journal... 
ae 


The commercial advertiser seeks first 
and last a business audience. He 
knows that if he addresses an intelli- 
gent audience he addresses a well-to- 
do audience. This is precisely what 
the Louisville Courier-Journal, both 
in its Daily, Sunday and Weekly 
editions, offers him. On April 29th 








the weekly edition will be 200,000 
copies. No increase in advertising 
rates for this edition. Simply the 
usual 75 cents per agate line. 


4 


A. FRANK RICHARDSON, 


Chamber of C ce, Tribune Building, 
CHICAGO. NEW YORK. 
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Bees are busy little bodies, and THE 
OMAHA BEE is no exception to the 
rest of the Tribe. It has been busy for 
nearly a quarter of a centurv, building 
up a reputation as a result-get- 
ter for advertisers second to none 
in its field. The testimony 
of all careful advertisers, who 
have used its columns, is that 
it stands unrivaled in its own 
territory and reaches a class 
of buyers not reached by any other 
newspaper or combination of news- 
papers.. This explains its popularity. 
Its Daily, Sunday and Weekly circu 
lation is far larger than that of any 
other paper circulating in the State of Ne- 
braska. 


Correspondence solicited and the fullest 
) information cheerfully given by 


A. FRANK RICHARDSON, 
TRIBUNE BUILDING, CHAMBER OF COMMERCE, 
NEW YORK. CHICAGO. 
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The—_ 


Scattle 
Post-Intelligencer----- 


Every intelligent advertiser knows that, in 
placing new articles on the market and in 
keeping old ones before the public, the 
great newspapers of the country are the 
most effective mediums. This is because 
they have a large and prosperous con- 
stituency, with ample means to supply their 
wants. The great newspaper of the State 
of Washington is the SEATTLE POST- 
INTELLIGENCER. It has no rival, no 
peer, and stands absolutely at the head 
of the newspaper procession in the great 
Puget Sound Region. , 


KNOWN CIRCULATION : 


Daily, Exceeding 14,000 
Sunday, Exceeding 15,000 
Weekly, Exceeding 15,000 
+200 @@@eee-- 
A. FRANK RICHARDSON, 


Chamber of Commerce, Tribune Building, 
CHICAGO. NEW YORK. 
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Reds. 


Larrose, n— U2 2 189 >" 





Wade’s Prices. | Levy’s Prices. | Wilson’s Prices. 





peeser ed, . . . «| S8c. to soc. 50c. to 75c. 50c. to 75c. 
Brilliant Red, ... $1. $1.00 
Carminated Red, .. — 
| Gee 1.00 
Railroad Red, .. . : 1.00 
ametoe med,. «fe A — 
Crimson Lake, . .. i 2.00 
en. s « » « E 2.00 
Bengal Red, . . . . r —_— 
Vermillion English, . 2 2.00 
Florentine Red, . 

Rose Lake, 

Imperial Red, 

Cherry Red, . 
Geranium Lake, . 
Cardinal Lake, 
Jacqueminot Lake, . 
Antique Red, -. . 
Golden Red, . .. . 
Extra Fine Lake Red, . 
Scarlet Lake, ee 
Bronze Crimson, 
Bronze Scarlet, 
Imperial Carmine, . 
Supe’r French Carmine, 16.00 32.00 














MY PRICES ARE AS FOLLOWS: 


Any of the above inks quoted at from $5 to $32 a pound I will match in 
14-pound cans for 50 cents a can, or in larger cans at $2 a pound. No ink is 
made on this earth that I am not glad to match for $2 a pound. 

Any of the above inks quoted at less than $5 a pound I will match in }4- 
pound cans for 25 cents a can, or in larger cans for $1 a pound. 

Any of the above inks quoted at $1 a pound I will match in three-pound 
cans for $1 a can. 

Any of the above inks quoted at less than $1 a pound I will sell~in five- 
pound cans for $1 a can. : 

For 100-pound lots in 50-pound cans or kegs deduct 10 per cent. Address 
(with check), | PRINTERS’ INK JONSON, No. 8 Spruce St., New York. 
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Blue-Black Inks. 


ryransiae Foot Brand.) 


WESTFIELD, Mass., April 22, 1895. 
Printers’ Ink Jonson, New York. 


DEAR Sir—I have been buying a blue- 
black cut ink of you for use on “The 
North Star.” It works to perfection 
on the stock used, 0-pound 8.8. & C. 
book paper, and at 50c. per pound, in 
10-pound lots, is certainly a bonanza. 

=~ I send you by this mail a copy of “The 

, North Star,” wherein the ink is used, 

; and showing the use of your carmine in 
the advertisement. 

Your prompt shipment of my orders 
is nearly equal to the promptness you 
require in the payment for your goods. 

Respectfully, 
JOSEPH C. DUPORT, 
Publisher. 
MR. JOSEPH C. DUPORT. 





Mr. Jos. C. Duport, whose portrait appears above, is the first one to 
respond to my appeal, which appeared in PRINTERS’ INK for April 17th, urging 
users of my inks to send me their portraits for publication, together with an 
honest expression of opinion concerning the quality and value of my inks. The 
April issue of Mr. Duport’s paper is a very fine specimen of presswork, and 
it also shows the quality of my inks. 

I recommend every printer interested in a fine Blue-Black to send ten cents 
in stamps to the ‘‘ North Star,” of Westfield, Mass., and obtain a copy of the 
paper. He can then judge for himself. 


I Have Two Grades of Blue=-Black. 


My regular Blue-Black [ sell at a dollar a pound or ten pounds for five 
dollars. This is the sort that Mr. Duport had. I have a cheaper Blue-Black 
that I sell in three-pound cans fora dollar acan. It is a deeper—blacker— 

slue-Black. 

I will match any Blue-Black in the world for a dollar a pound. 





SEND FOR MY BEAUTIFUL PRICE LIST. osm 


ADDRESS PRINTERS’ INK JONSON, 
NO. 8 SPRUCE ST., NEW YORK CITY, 











PRINTERS’ INK. 


THE BEST OF ALL. 





The following announcement appeared in the issue of 
PRINTERS’ INK for March 2oth: 
“An advertisement calculated to make people subscribe 


for PRINTERS’ INK is wanted. 
column, in space of four inches. 
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“Advert “t si 


throws the best —_ 

light on adver- 
tising. Those 

who have tried it and found 
out what pays and what 
doesn’t are the ones who 
write for PRINTERS’ INK;— 
hard-headed business men. 
‘That makes every page prac- 
tical. It is full of hints that 
you can take up and use to 
your own profit; not only 
on newspaper advertising, 
but on everything that actu- 
ally draws trade. 

From 40 to 60 pages every week. 
$2. a year. Sample copy free. 
aaa indelpin li aa wee 
every issue Of E Tj_interesting and valuable in 
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reproduced wasthought 


to be the i | best. It was 


written by ~/0 Spruce $¢, NV. Ay Mr. Wol- 


stan Dixey, Se ee an adver- 
tisement en oe writer, hav- 


ing an office at Room No. 86 in the World Building, 
N. Y. City. In response to the invitation, a very large 
number of advertisements were received, many of them 
of peculiar excellence. The total weight of the manuscript 
was about two pounds. To decide which was the best out 
of those submitted each week, and which was the best of all, 


was not an easy task. 

With a view of roduce about Cour ublic to n the correctness of the decision arrived at, it is 
intended to rep peace abou hundred 3 the advertisements submitted, and publish them in 
such form as strall mal ke them accessible to the readers of PRINTERS’ INK. It is contemplated offering 
a further prize to the person who, with the four hundred examples before him, shall prove himsel! 
capable of producing an advertisement that is better than any one of them. The will be set 
forth somewhat more in detail in the issue of PRINTERS’ INK for May 8th, in which issue it is also in 
tended to zepropuce portraits of the five soem, to whom the credit has been awarded of pro 

ducing the five best advertisements out o hundred, 
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ask 
and hints for the betterment of this de; 
ideas—this is the retail branch. 


Seaeahenanaeaaananenens : 


ADVERTISING FOR RETAILERS. 
Edited by Charles Austin Bates. 


Retail merchants are invited to send advertisements for criticism and 
uestions about anything pertaining to retail advertising ; 
partment. PRINTERS’ i 


ion; to 
to send ideas, experientes 
NK is a clearing-house for 
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Storr & Jury, 
Pharmaceutical and Dispens- 
ing Chemists. 
BowMaNnVILLE, Ont., April 17, 1895. 
Mr. Chas. Austin Bates: 

Dear Sir—We inclose one of our adver- 
tisements showing the style we adopt when 
we wish to mention more than one item in 
our space at one time. - 

We know it is contrary to the advice of 
most of our advertising experts, but the 
“proof of the coy etc., and we must 
say that we find this plan a profitable one to 
run in, say, once a month in contrast to the 
one article at a time idea which we run as a 
rule. 

We consider Printers’ INK as necessary to 
a business man as steam to an engine and we 
wish you every success. Yours truly, 

Srotr & Jury. 

The advertisement referred to occu- 
pies ten inches single column. It is 
divided into six separate ads, each one 
complete in itself. This, I think, is a 
mistake. You can talk about just as 
many things in an advertisement as 
you choose, and if you make it all one 
ad you get the benefit which the size 
of a big ad gives. A big advertise- 
ment has a certain amount of prestige 
from its very size. A big advertise- 
ment composed of several separate 
items is like the bundle of sticks in 
Mr. Asop’s little story, which couldn’t 
be broken so long as they were tied 
together. When the sticks were sep- 
arated each one could be broken easily. 
If you make a separate little ad out of 
each of the items, each ad possesses 
only its own strength and is not helped 
by the others. 

The idea of advertising one thing at 
a time is a good idea if it is under- 
The trouble is that there are 
very few people who really understand 
what it means. The man who has 
done most to circulate the idea doesn’t 
understand it himself. Advertising 
one thing at a time does not mean that 
you must use all of your space to adver- 
tise that one thing. You can advertise 
ten different things in a ten-inch space 
and still advertise one thing at a time. 
Advertising one thing at a time merely 
means that you shall confine yourself 
to that particular thing until you have 
told its story. When you have done 


stood. 


that you have advertised that one thing 
by itself, and if you choose to take up 
some other one thing and tell its story 
completely, there is no reason why yon 
should separate it from the other item 
in the advertisement by more than a 
display heading, large or small, as the 
circumstances may require. 

The Wanamaker ads each day talk 
about a hundred things and the items 
are separated merely by a little side- 
head setin agate Roman. The rest of 
the ad is set in pica old style. The 
headings may be set in two-line pica 
DeVinne and not be any better—or 
any worse. 

* # 
s 
Hartrorp, Conn., April 18, 1895. 
Mr. Chas. Austin Bates: 

Dear Str—What do you think of the in- 
closed as an ad for the wall paper business? 
We are sending out several thousand in this 
city and vicinity and find it the best thing yet; 
it not only sells paper but helps the entire 
business. Fraly yours, 

J. L. Wurte & Co. 

Of course we take Printers’ Ink. 

When a man tells me that a certain 
advertisement has brought business he 
makes criticism very easy. If an ad 
sells goods it is a good ad, no matter 
what it looks like or how it is printed 
or how it is circulated. I can very 
readily see, however, how this par- 
ticular scheme would naturally be ex- 
pected to pay. 

White & Co. have selected a half- 
dozen or more attractive patterns of 
wall paper, with the price of each 
kind and a statement of the general 
business printed on the back. These 
samples, together with a convenient 
blotter bearing another advertisement, 
are slipped into a specially made en- 
velope, 5x6% inches. The back of the 
envelope is white and the front of it is 
printed with a solid tint block of light 
blue, through which the lettering shows 
in white. The address is written on 
with white ink, 

‘The effect is very striking and at 
the same time in perfect good taste. 
The envelope is plainly labeled in large 
letters ‘‘ Wall paper samples.”’ 
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I think that it is safe to say that not 
one in twenty-five of these packages 
would ever fail to receive attention. 
The house-wife receiving the envelope 
would look through the bright, clean 
samples and compare them with the 
dingy paper on some room in the 
house. She is told just exactly what 
the paper costs per roll, and she can 
figure out for herself pretty close to 
what it is going to cost to paper one or 
more rooms. 

It is a pretty good scheme and the 
chief merit lies in the common sense 
it displays and the business-like char- 
acter of the whole thing. 

The first cost of such advertising is 
not excessive, and I believe will pay 
nine times in ten. I would advise 
anybody who is interested in the sale 
of wall paper to write to White & Co. 
and ask them for one of these envel- 
opes of samples. 

By the way, I do not see why this 
same scheme would not work equally 
well with dress goods. Practically the 
same thing is used by tailors and 
ready-made clothiers, and I have heard 
from some of these that it was one of 
the best ads they ever had. 


* & 
* 


In a private letter which has come 
into my hands I find a couple of para- 
graphs which are really too good to 
keep. Here they are: 

‘*T have been a purchaser of pub- 
licity and a writer of my own adver- 
tising for past eight or ten years, and 
I am free to confess that I know less 
about it to-day than I thought I did 
when I started in. I have tried to pre- 
pare my work to meet the requirements 
of the people as I know them, and I think 
in order that a man can intelligently 
prepare matter to influence business, 
and set up an argument and talk in 
print in a manner which will be con- 
vincing, that he should be acquainted 
with the people in a practical way, by 
coming in contact with them, and by 
taking an interest in the study of their 
characteristics, so that he will know 
just what they think and what they 
want to think, so that when he writes 
the ad he will lose sight of himself 
and his own preferences and dislikes 
and would simply be making the talk 
which the reader of the ad would make 
of his own accord were the oppor- 
tunity given him. I am not anxious 
to pound my own theories into the 
people. What’s the use? There is 


PRINTERS’ 


INK. 


no business in that. If you know a 
man and want him to agree with you 
and he has made up his mind that a 
certain house down the street is black, 
why, you say it is too. If you want him 
to buy this house what’s the use of 
trying to convince him it’s another 
color, because if you tell him he is 
right he buys it, and that’s all you 
want to do, isn’t it? ‘! hat is my theory 
of advertising. I don’t believe there 
is a sucker born every minute either, 
and I want every man who reads my 
advertisement to feel that his judg- 
ment is worth something, and that the 
advertisement has been prepared es- 
pecially for him, and if I simply turn 
around and tell him his own story he 
can’t help but say Yes.’’ 
# % 


In this advertisement of the Hallet 
& Davis Piano Company they seem to 
have forgotten all about the fact that 
a piano isa musical instrument. They 
propose to sell them principally as 
articles of furniture. Beauty and dura- 
bility are made a strong point. Not 
a word is said about musical quality. 

I know in a general way that Hallet 
& Davis pianos are excellent instru- 
ments, and that they compare favor- 
ably with those of greatest reputation. 
They are not so well known as any 
one of half a dozen other makes. 
This is simply because their advertising 
has been neglected. This being true, 


BEAUTY! 


Next to durability the Piano purchaser 
looks for BEAUTY of FINISH. The ac- 
knowledged beauty and excellence of the 
case work of the : 


Hallet & Davis Pianos, 


Combined with their well known durability 
and musical tone, make them desired orna- 
ments for the most elaborate MUSIC 
ROOMS. As manufacturers we sell these 
unsurpassed instruments to you direct from 
our Branch Warerooms 


AT FACTORY PRICES, 





ONEST 


Thus pers within reach of any and alla 


-CLASS PIANO at an 
PRICE. Cash or time. 


Hallet & Davis Piano Co., 


359 and 361 Superior St., 
26 and 28 Arcade. 


FIRS 


Factory : 
Boston, Mass. 
it is of the utmost importance that an 
advertisement which is published about 
them should be complete in itself and 
give as clear an idea as possible of all 
the qualities. 
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Another advertisement of the same 
piano has a narrow escape from being 
good. The text is excellent but I pre- 
sume. that ninety-nine out. of every 





“In America, more than anywhere else, 
is music needed as a tonic to cure the infec- 
tious and ridiculous business fever which is 
responsible for so many cases of premature 
collapse.”"—Henry T. Finck. 


But a Good Instrument Like 
The Hallet & Davis Piano 


Is needed, otherwise the collapse 
would be hastened. 


Call and see these superb Pianos at our 


BRANCH WAREROOMS, 
F : d 36r Superior St., 
mewn, * ha ae 26 aus y maee 3 

hundred will wonder who Henry T. 
Finck is. He will doubtless be known 
to all of the musicians, but those are 
not the people whom the piano dealer 
wants to reach Most musicians have 
pianos, and it is to the people who have 
not that advertising is addressed, 





which brings me to what I have said a 
hundred times before—‘‘ you can’t 
make an advertisement too plain.” 





For Dry Goods—(By John W. Hield). 


Shakespeare tells us that there is 
‘‘Nothing new under the sun.” If it 
were possible for the “Immortal bard’’ 
to visit our dress goods department 
with Ann Hathaway tucked under his 
arm, we think he would modify that 
statement. 

New! Why, the whole stock fairly 
scintillates with newness. Great stacks 
of new ideas, new weaves and new 
combination of colors greet the eye on 
every hand. 





For Trousers, 


We make friends 
of our customers—and 
customers of our friends. 


Transient trade is all right 
for superstructure, but steady 
custom is the foundation of 
a business—that’s what we 
have worked for. We have given 
prices which have attracted you 
and treatment which will hold 
you—doing this we disprove the 
old statement that “there is no 
friendship in business’’—a man 
had better try to get along with- 
out customers than without 
friends. We knew a fellow once 
— but that’s another story—so is 


this: 
cut to your 


TROUSERS order in the 
——_ } ny = and aan 
proper shape for the very low 
price of Three Dollars. 


For Shirts—(By C. H. Nason). 

We Warrant 

A Fit . 
in the Eighmie Shirt. You can 
have the right length of sleeve, a 
comfortable fit at the neck an 
coat fit on the shoulders. The 
bosom will not bunch up when 
you sit down, or the collar climb 
over the neck band. In fact you 
don’t have to think about it at 
all, because it fits. Better try 
them. We have sold them for 
fifteen years and they suit our 
most particular customers. 





For a Caterer. 


A One Idea 
Man. 


There was a violin player in Berlin who 
made more music out of one string on his 
violin than all the great masters made on 
four. He said that life was too short to mas- 
ter more than one string. He made his one 
string and his one idea a success. 

It is this ** one idea” plan that has brought 
our Ice Cream to its present state of perfec- 
tion. One of our customers named it for us. 
She said it was perfect Ice Cream. Perfect 
in flavor; perfect in creamy richness ; in 
fact, a dessert that is a credit to any table, 
and one that is most fully appreciated by the 
connoisseur. Our Ice Cream maker is a 
“one idea’? man. We never ask him to do 
anything but make Ice Cream, and he has 

m making it ever since he was large 
enough to see over the top of an Ice Cream 
freezer. 

We have some bright ideas for Ice Cream 
and Ices, and we will gladly explain the man- 
ner of serving some of our fancy desserts. 

THE BUSY BEE, Carerers, 
45 North High St. 


For China—(By W. H. Glenny & Sond, 


MANY A 
DINNER TABLE 


has been 
made or marred by the table appoint- 
ments—in china, in silver, in glass. 
The fastidious housekeeper will devote 
almost more attention to these equi 
ments. and to the service than to the 
food itself. And, nowadays, artistic 
designs may be had at so low a price 
as to make it inexcusable to forego 
them. 


For Wail Paper—(By B. F. Gipple). 


A PRETTY 
DINING-ROOM 


BEDROOM, 
SITTING-ROOM, 
PARLOR, 


or any other room in one’s home adds much 
to the comfort of living. Very often the 
dullest room can be made attractive by 
simply hanging pretty paper and border on 
the walls. This can be done at a trifling 
cost. You can surely find an idea in the 
new spring styles at our store. 
B. F. GI 
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THE MAGIC FISH 
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We will present to every yearly subscriber of 


THE WEEKLY ITEM 
A MAGIC FISH. 


This is the most astonishing and amusing chemical toy ever invented. 
Some are disposed to think that the actions of the fish are governed by 
supernatural means. 


KEY FOR THE EXPLANATION OF THE MOVEMENTS. 


Only head rises—jealous, short tempered. 
Only tail rises—polite, amiable. 

Head and tail rise at the same time—changeable. 
Head and tail touch each other—in love. 

Fish in constant, quick vibration—passionate. 
Movement rather slack—shy, reluctant. 

No sign of movement— cold, indifferent. 

Fish reclines on one side—true, constant. 
Fish turns right over—diligent, modest. 

Fish lays himself across the hand—energetic. 
Fish rolls himself up—coquettish. 

Fish rolls off the hand—fearless, brave. 


PSPSPS VMeS Se > 


THE MAGIC FISH will cause no end of amusement in the family 
circle. If you wish one, send Twenty-five Cents for a year’s sub- 
scription to the WEEKLY ITETI, the best 8-page literary paper in 
America. Six good complete love stories every week, and lots of the 
best news. Address, 


WEEKLY ITEM, 


PHILADELPHIA, PA. 
Sample Copies Free. 
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ADVERTISING 


on the 


Brooklyn Elevated 
Railroad 


is simply PHENOMENAL 


=a 


The explanation is that 


Carleton & Kissam.. 


give advertisers something 
for their MONEY ; they get 
DISPLAY, and of ‘‘ the kind 
a 4s 4 rs ce 8 


aoa 
For Rates, Folders, etc., apply to 


35 Sands Street, Brooklyn, 
50 Bromfield Street, Boston. 
Postal Telegraph Building, New York. 
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In the transmission of 

power much depends on the belt- 

ing. It should be just broad enough 

and just heavy enough—and neither 
too tight, nor too loose. 

Advertising is the big “paper” pulley 
on the line shaft that makes the wheels 
of trade turn quickly. 

We are ready to apply the power of ad- 
() vertising to your business any time you 

say. No place is far for us. We are 
ready to place advertising about anything, 
for anybody, any time, anywhere. 


The Geo. P. Rowell Advertising Co., 
10 SPRUCE STREET, NEW YORK. 
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